NCREASED costs, due to higher 
taxes, higher wages, and more costly 
raw materials, are now being passed 
on to the consumer in the form of 

higher prices. As a result, the cost of 
living is rising faster than salaries and 
wages, and actual purchasing power is 
becoming less instead of greater. 


Business recovery has reached the 
stage where it must now pause until 


The Challenge of 


Rising Prices 


prices are brought into line with buying 
power. This fact seriously concerns the 
electrical wholesaler. Both executives 
and salesmen must realize that, during 
the next few months, sales cannot con- 
tinue to climb at the 1935 rate. 


The executive, responsible for the 
profitable operation of his business, will 
remember the wild scramble for inven- 
tory profits in 1920 and 1921, the sky- 
rocketing of commodity prices, the in- 
evitable collapse with its aftermath of 
distressed merchandise. 


Today inventories are increasing; for- 
ward buying is becoming more prevalent. 
Steel is one of our basic industries, and 
there is evidence of heavy accumulation 
of inventories by steel consumers, with 
occasional cancellations already reported. 
Does this mean we are to witness a repeti- 
tion of 1920 and 1921? Not if we keep 
our feet on the ground, hold inventories 
within reasonable limits, and stubbornly 
refuse to be stampeded into a wild orgy 
of speculation in commodities. 


ELECTRICAL 
WHOLESALING 





To the salesman, the present need for 
bringing costs into line with purchasing 
power creates a sales opportunity. Dur- 
ing the earlier stages of recovery, in- 
creased labor and material costs were off- 
set by reduced overhead expenses. This 
was because total overhead costs were 
spread out over a larger volume of pro- 
duction. Prices were not advanced. In- 
creased wages, therefore, gave increased 
buying power, which brought further 
recovery. 


Now, with plants operating at full 
capacity, costs can no longer be spread 
over a greater production. There are but 
three alternatives: to pass increased costs 
on to the consumer, reducing his buying 
power and halting recovery; to reduce 
all or part of these costs through more 
efficient production, or to reduce costs by 
increasing sales volume. 


The second of these alternatives is 
right “down the alley” of the electrical 
wholesaler’s salesman. By selling elec- 
trical modernization he can do his part 
in bringing about lower production costs. 
Modern lighting reduces spoilage, im- 
proves quality of products and increases 
production. Individual motor drives re- 
duce the losses of mechanical power 
transmission. Capacitors, by correcting 
poor power factor conditions, reduce 
power bills. Inadequate wiring is adding 
to production costs in nine out of every 
ten industrial plants. 


If prices can be kept down, buying 
power will increase, living standards will 
rise, plant capacity will be increased and 
a million new homes will be built. Before 
we enter this second and larger phase of 
recovery, however, we must slacken our 
pace. We must meet the CHALLENGE OF 
RISING PRICES. 


7. Revtond. 
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Wired-in Radio Convenience for 






any or all rooms — with the 


| MULTICOUPLER ANTENNA SYSTEM _ 


* 





Multicoupler Antenna System provides the modern This brings wired-in radio convenience to the liv- 
home with all-room, all-wave radio reception; ing room, bedrooms, childrens’ rooms, den and 
easily installed by the electrician. It is designed for recreation room— elsewhere as in schools, hospitals, 
multiple operation of two-to-twenty radio sets. In hotels. Owners readily approve the system as a part 
one system and for every desired room it combines of the regular wiring job. Free engineering service is 
a highly efficient doublet antenna and plug-in given on plans and layouts for installation or speci- 
outlets for AERIAL, GROUND and POWER, with fication. . . First, write us for general instructions 
added Convenience Outlets in the same wall plates. folder fully describing the system. 





| SOLD THROUGH Your HART & HEGEM AN DIVI SION pittcticat WHOLESALER - 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Live Topics Scheduled For 





Discussion at Hot Springs 


Adequate wiring, operating costs, legislation—and golf 
— will provide the highlights in the 29th annual conven- 
tion of the National Electrical Wholesalers Association, to 
be held at The Homestead, Hot Springs, Va., May 23 to 29 


DVANCE registrations indicate another record attend- 
ance when the members of NEWA gather at The Home- 
stead for their annual spring meeting during the week 

of May 23. This year, as NEMA’S spring meeting will be 
held the preceding week, an unusually large number of manu- 
facturers plan to stay over for the wholesalers’ sessions. 


Members of NEWA’S executive 
committee will arrive a day in ad- 
vance and hold both morning and 
afternoon meetings on Sunday. 
Committee meetings are always an 
important feature of these conven- 
tions, and Monday and Tuesday 
have been set aside for meetings of 
the various commodity committees 
and for conferences of these com- 
mittees with the manufacturers. 

There will be one open session 
for members and guests on Tuesday 
afternoon. L. E. Latham, as chair- 
man of the executive committee, 
will deliver the opening address. 
The special study of the electrical 
wholesaling trade, now under prepa- 
ration by the Bureau of the Census, 
will be discussed by John Albright, 
assistant chief of the Bureau’s 
wholesale trade division. G. C. 
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Thomas, Jr., chairman of NEMA’S 
committee for the promotion of 
adequate wiring, will review the in- 
dustry program now under develop- 
ment, and Judge Dana T. Ackerly 
has promised another of his spark- 
ling discussions of present and 
pending legislation. 

Wednesday morning association 
members will meet in executive ses- 
sion to discuss and act on all com- 
mittee reports. The afternoon will 
be given over to golf, with Sam 
Rosenthal of Chicago defending his 
title to the Curtis Cup, which was 
put into play for the first time last 
year. 

Members and guests, including 
the ladies, will assemble at the 
Casino on Wednesday evening for 
a program of entertainment, the na- 


ture of which, at this writing, is 
being kept a dark secret. 

At the final closed session on 
Thursday morning, new members 
of the executive committee will be 
elected to succeed G. H. Wahn, F. 
W. Kleine, T. E. Lowe and H. O. 
Smith, whose terms are expiring. 

One of the most important re- 
ports will be that of the recently 
revived operating committee, which 
is now conducting a detailed study 
of the cost to the wholesaler of 
handling each principal commodity. 
From the report of this committee, 
together with the special Census 
study, members are anticipating 
much new and valuable information 
on operating costs. 

A special program for the ladies 
has been arranged by H. C. Cala- 
han, chairman of the entertainment 
committee, and golf tournaments 
for both wholesalers and manufac- 
turers will be supervised by A. L. 
Hallstrom, chairman, and F. R. 
Elliott of the golf committee. 

On the program committee this 
year are D. L. Fife, chairman, F. R. 
Eiseman and B. T. Hare. 






































Paris. 


CURRY’S CHEVROLET AGENCY, on New York’s Broadway, is an example of 
one of neon’s largest markets—the outline lighting of building exteriors 


T WAS only a quarter of a century ago that Georges 
Claude demonstrated his first commercial neon sign in 
Since that time the neon sign industry has been 


Claude Neon Lights, Inc. 


steadily growing until, in the United States, today, it does 


an annual business estimated at $30 million. 


Starting with 


a single plant 25 years ago, there are now at least 4000 separate 
organizations engaged in the neon sign business, yet scarcely 
half a dozen wholesalers in the entire country are equipped to 


serve this industry. 


There is volume in neon. In 
the boom year of 1928, one neon 
concern boasted a sales volume 
of $19 million. In 1933, the 
records of the Sign Permit Bureau 
of New York City show that 16,- 
254 outdoor neon signs were in- 
stalled in the boroughs of Man- 
hattan and Brooklyn alone. The 
value of these signs varied from 
$125 to $15,000 each, depending 
upon their size and complexity, and 
a fair average price is estimated at 
$200. At this rate, sign installations 
sold in these two boroughs in that 
year alone totaled nearly $4 million. 


Neon Creates Supply Business 


These estimates include, in ad- 
dition to the sales price of the neon 
signs, the materials used in the con- 
struction and hanging of the signs. 
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They do not, however, include the 
electrical wiring materials used be- 
tween the sign and the meter. 

Furthermore, for every outdoor 
sign there are probably five neon 
signs installed indoors at an aver- 
age price of $30 each. Exclusive 
of electrical materials for installa- 
tion purposes, nearly $6 million 
worth of neon signs were sold in 
greater New York during 1935. 
This figure is still growing for, in 
one spot in Times Square more than 
300 separate neon installations may 
be seen in operation at one time, 
ranging from small window dis- 
plays to an animated roof sign 
covering 1500 square feet. 

Neon signs have become so popu- 
lar with advertisers that one con- 
cern secured orders totaling a mil- 
lion dollars during the first 60 days 
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Erie (Pa.) Neon Lights, Ine. 


THE ILLUMINATED electric clock adds 
much to the pulling power of large out- 
door neon signs 


By C. H. FRYBURG 


Neon Electric Supply Co., 
Philadelphia, Pa. 


after its plant was actually in pro- 
duction. In the city of Detroit, 
alone, one manufacturer sold $500,- 
000 worth of neon signs during 
the year 1935, and paid one sales- 
man in that territory a commission 
of $42,500. 

Why has the public shown such 
a remarkable interest in neon ad- 
vertising? In the first place, the 
color of the light is easy on the eye, 
yet at the same time it compels 
attention. Light of a single color, 
such as the red of the neon tube or 
the blue of the mercury tube, has 
an eye appeal which white light 
cannot offer. For the same reason 
that color on a printed page adds 
greatly to its attractiveness, the 
brilliant colored light of the lumin- 
ous tube has added greatly to the 
appeal of outdoor advertising. 
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outdoors, is 


Claude Neon Lights, Ine. 


THIS INDOOR SIGN (above) has been 
adopted as standard for the show 
rooms of all Hudson-Terraplane deal- 
ers 


For visibility, neon far outdis- 
tances the filament type of lamp. 
The neon tube puts out five times 
as much red light for a given 
amount of power as does the incan- 
descent lamp, and it is this red light 
which attracts the eye and which 
penetrates far greater distances. 
The brilliance and sparkle with 
which neon signs stand out on a 
rainy night are too readily appar- 
ent to require proof. 


A Constantly Growing Market 


The flexibility of gaseous tubing 
permits the creation of difficult 
designs and allows advertisers to 
feature their trade marks as they 
never could before. Special pat- 
terns, scroll work and animated 
designs have proven that there is 
almost no end to the possibilities 
offered by the tubulation of light. 
Architects have included, in their 
plans for new buildings, various pro- 
visions for tube lighting in order 
to emphasize architectural features 
at night. To-day brilliant exhibi- 
tions of neon tubing outline the 
building structures of hotels, depart- 
ment stores, road-houses, cafes, 
garages, lunch stands and numerous 
other types of business establish- 
ments. Installations of this kind 
are becoming more common. 

New uses for neon lighting are 


FROM ONE SPOT in Times Square, more 
than 300 separate neon installations can 
be seen 
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constantly developing. For exam- 
ple, our company recently received 
an inquiry from the Ford Motor 
Co. of Havana, which was seeking 
to outline several of its trucks and 
passenger cars with neon tubing for 
a big parade in that city. The same 
week an inquiry from the Budd 
Manufacturing Co. sought informa- 
tion on neon tube lighting for use 
on both the inside and outside of 
its new light weight, stream lined 
railroad cars. 


Some Future Uses 


The Federal government and the 
various air lines are interested in 
illuminating landing fields with 
neon to provide better visibility. The 
city engineer of a large metropolis 
is working out a method of illumin- 
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The use of neon lighting, both indoors and 


leaps and 


bounds, yet this young industry is still 
without distribution. 
trical line, it offers the electrical wholesaler 
a real opportunity to increase his profits 


Essentially an elec- 


ating curbs on main thoroughfares 
where autos travel at high speeds. 
He also plans to use red neon tub- 
ing in the center of the street. 
Covered by opal glass, this guiding 
line of light will prevent drivers 
from veering off their course when 
the usual painted street markings 
have been obliterated by the wear 
and tear of traffic, or when they are 
concealed by snow and ice. 

Every day, installations of in- 
door lighting in hotels, cafes and 
theaters are being changed over to 
neon because of the effective de- 
signs and the soft, restful colors 
which are possible only with this 
form of lighting. 

While there has been a definite 
decline in the use of lamp-letter 
signs, which formerly used quanti- 
ties of sockets, receptacles, and in- 
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DaNite Neon Laboratories, Inc. 


THIS INSTALLATION, including several outdoor, window 
and store signs, also tubular lighting over entrance, re- 
quired no less than seven sign transformers 


candescent lamps, the new market 
which neon has created offers far 
greater possibilities for the electri- 
cal wholesaler. Central stations 
recognize that neon has put on their 
lines an advertising load which they 
never dreamed of before. 

The future of neon is assured. 
The use of luminous tubing for 
straight sign advertising, together 
with its many decorative applications 
is increasing every day. ‘This makes 
it necessary that small manufac- 
turing plants must be located in 
practically every medium-sized 
town, as well as in the larger cities. 
As the transportation of neon tub- 
ing is costly, the most economical 
way of selling signs is to make them 
at the place of installation. In the 
near future, every small town will 
probably have its own neon shop. 


Wholesalers Are Needed 


With all this created demand, the 
time has arrived where there is an 
opportunity for the electrical whole- 
saler to supply the various accesso- 
ries required by these local manu- 
facturers or assemblers of neon 
signs. Probably 90 per cent of these 
sign manufacturers and so-called in- 
stallation men now wait from two 
weeks to over a month for ma- 
terials which they are now compelled 
to order from distant suppliers. 
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For this reason they are losing 
valuable time which adds to their 
production costs. When these men 
can secure their materials in a single 
delivery from a local wholesaler, 
they will think they are living in 
Utopia. When they can call a 
single telephone number and be 
serviced immediately by one dis- 
tributor, they become a_ staunch 
friend of that supplier. This is 
why the few wholesalers who are 
already carrying neon equipment are 
selling practically all the transfor- 
mers and other neon accessories 
bought in their localities, regardless 
of the manufacturer’s name or 
prestige. 

When he obtains this service, the 
sign man can be counted on to also 
buy from this same distributor the 
wiring materials required to con- 
nect the sign. Frequently consider- 
able quantities of wire and conduit 
are required to carry the current 
from the meter to the roof. 

At the present time, supply houses 
that are at least partially equipped 
to take care of this demand can be 
found in New York, Jersey City, 
Philadelphia, Detroit, Chicago and 
Milwaukee. Of these houses, only 
one is equipped to give service on 
both neon equipment and electrical 
wiring materials. It has attained 
this position only because it has 


made a close study of the neon in- 
dustry from its very beginning. 


Neon is an Electrical Line 


The electrical wholesaler already 
carries most electrical items needed 
by the sign manufacturer, and he 
has access to the rest of them. It 
is only necessary for him to add the 
neon items to become a complete 
neon-electrical supply house. 

Our company has recently noticed 
an increase in the number of in- 
quiries coming from the electrical 
trade, and we anticipate a day when 
all electrical men will consider the 
installation and repair of neon 
equipment as much a part of their 
business as wiring, lighting, and mo- 
tors. 

As existing distributing points for 
neon supplies are far apart, there 
are numerous key cities where 
wholesalers, operating with mini- 
mum neon stocks, should be able 
to turn these stocks monthly at a 
gross profit of approximately 25 per 
cent. Lack of competition should 
maintain this average gross profit 
rate for a number of years. 

The perpetual inventory that we 
have kept very accurately shows a 
stock turnover, exclusive of trans- 
formers, of approximately 12 times 
a year. For example, a minimum 
stock of $3,000 gave us a gross 
volume of $36,000, at a gross profit 
of 22.2 per cent. This percentage 
would have been higher, had we not 
been compelled to buy several items 
through another source. Had these 
items been purchased direct from the 
manufacturer our gross _ profits 
would have been slightly over 25 
per cent. Also, during the first six 
months, we did not know exactly 
where to purchase. Consequently we 
paid higher prices than during the 
last half of the year. This additional 
profit would have amounted to sev- 
eral per cent. Plant equipment and 
accessories are usually shipped di- 
rect from the factory. These require 
no stock investment and yield close 
to 40 per cent gross profit. 

There is profit in neon. Within 
the next few years this young in- 
dustry must, of necessity, build dis- 
tribution. Neon is essentially an 
electrical line. It belongs to the 
electrical wholesaler. Will he enter 
this field now, while it is still wide 
open, or will he procrastinate, and 
allow other distributors to become 
entrenched in this lucrative field? 
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Trial Installations Sell 


Mercury Vapor Lighting 


DRIVING through the Carolinas after dark, the traveler 

is impressed with two things—the bustling activity of 
the textile mills, and the peculiar blue hue of mercury vapor 
lighting noticeable through the windows of many plants. A 
selling job has been done here, and it has been done by the 
salesmen of local electrical wholesalers. 


In these textile plants each work- 
man is responsible for several 
machines. He replaces empty spools 
and watches closely for flaws and 
breaks in the cloth. As he moves 
from loom to loom, his efficiency is 
dependent on practised skill aided by 
good vision. He needs adequate, 
shadowless lighting if he is to visual- 
ize quickly and easily the operation 
of each loom. Mercury vapor, with 
its superior visual acuity, is the ideal 
light for this purpose. 


A Typical Case 


Mercury vapor lighting has spread 
rapidly in this territory because it 
performs a better lighting job at a 
low cost. Take, for example, the 
experience of the Charles Mill Co., 
of Red Springs, N.C. This firm, 
which produces high quality silk and 
rayon goods, recently installed 36 
mercury vapor units. The results 
have made a dyed-in-the-wool enthu- 
siast of Superintendent W. F. 
Renner, He reports the mercury 
vapor units provide many more foot- 
candles of illumination, at less oper- 
ating cost, than any previous lighting 
used in the plant. 

In this mill, employees are on a 
piece work basis. Since the installa- 
tion of the new units, the same num- 
ber of employees on the night shift 
have increased their production and 
reduced the number of “seconds.” 
Consequently, their pay checks con- 
tain larger figures, and they’re as 
enthusiastic about mercury vapor as 
the boss. Mr. Renner estimates that, 
through increased production and re- 
duction of “seconds,” the investment 
paid for itself within six months. 


Effective Selling Points 


As the original cost of each mer- 
cury vapor unit is relatively high, 
prospects don’t scramble to sign on 
the dotted line—they want to know 
how and why mercury vapor units 
are an improvement over their pres- 
ent lighting pieces. As the general 
manager wants to know of unusual 
expenditures and methods for in- 
creasing plant efficiency, the sales- 
man is usually referred to him by the 
purchasing department. 

Here are a few of the selling 
points salesmen employ when they 
walk into the office of the “brass 
hat.” 1, Each unit provides more 
foot-candles of illumination, at less 
operating cost, than other lighting 
units. 2, Due to the peculiar bluish- 
white illumination produced, fine 
threads are more easily seen with the 
aid of mercury vapor lighting, and 
3, Each lamp has an average life of 
1,500 hours, so replacements are not 
frequent. 

If the salesman succeeds in inter- 
esting the boss, he is referred to the 
plant superintendent, who is respon- 
sible for production and is the final 
judge as to whether or not the pres- 
ent lighting is satisfactory. He de- 
cides this, not with a sight-meter, 
but by comparing the relative pro- 
duction of the day and night shifts, 
also the number of “seconds” result- 
ing from the work of each crew. 

If the superintendent believes the 
“night hawks” could do a better job 
with the aid of improved lighting, he 
will be anxious to learn about mer- 
cury vapor units. Once again the 
salesman goes through his sales talk, 
then suggests the installation of 
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Wholesalers’ salesmen 
have put across mercury 
vapor lighting with the 
textile mills of the Caro- 
linas, and their success 
has been very largely due 
to the trial installation of 
a few units in each mill. 


three or four units for a trial period. 

Carolina salesmen have found this 
trial period to be the “show me” 
stage of the selling job. It convinces 
the superintendent and workmen, so 
again the salesman approaches the 
manager. His job now is to persuade 
the “top man” that the increased 
production and fewer “seconds” will 
absorb the original cost within a 
reasonable period. 

Southern salesmen have done a 
real job of building acceptance for 
mercury vapor lighting. They have 
been aided in their work by a con- 
tinual barrage of advertising reach- 
ing plant operators. Even more 
helpful has been the vast amount of 
word-of-mouth advertising among 
mill operators. These factors, com- 
bined with good selling, have enabled 
wholesalers’ salesmen to bring about 
complete mercury vapor installations 
in dozens of mills in “King Cotton” 
land. 


MERCURY VAPOR units, mounted on 20 ft. 
centers with rows in adjoining aisles 
staggered, provide 60 ft. candles average 
intensity on these spinning machines. 



























Salesman 


HOFF 














O Earl Hoff, of Graybar’s Tacoma branch, there is noth- 
ing unusual or spectacular about his sales of silvered-bowl 
lighting. Yet, when he was induced to tell how he landed his 
first order, he unfolded this sales story, which is typical of the 
persistent and logical selling methods of the newer generation 


The appliance department of Schoenfeld’s Furniture Co., Tacoma’s pioneer installa- 
tion of silvered-bowl luminaires. 





of wholesalers’ salesmen. 


1. The Opportunity 


Late in 1936, Schoenfeld’s Fur- 
niture Co., Tacoma, Wash., added 
a new and completely equipped elec- 
trical appliance section on the ground 
floor of its 1l-story building. This 
annex to the main floor store was 
in reality a store within a store. 
Some $5,000 was set aside to make 
this room the most complete appli- 
ance specialty store in the North- 
west. Hoff, of course, knew about 
this appliance annex long before 
work actually started upon it, but 
the important point is that he saw 
beyond the possibilities of more ap- 
pliance business, he visualized a real 
opportunity to establish silvered- 
bowl lighting in the Tacoma terri- 
tory. 


2. The Approach 


First he laid the groundwork with 
A. W. Wormwood, Schoenfeld’s 
Tacoma manager, also with the 
store electrician. “Mr. Wormwood 
was after the most efficient lighting 
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system he could get,” according to 
Hoff, “‘but he had to be shown from 
the standpoint of maintenance as 
well as light. Mr. Spillman, the 
electrician, understood ordinary in- 
direct lighting, but he held precon- 
ceived ideas of the accumulation of 
dust on reflecting surfaces of units, 
as adding to maintenance costs. 
With the new lamp in mind, I first 
discussed this subject only in a 
preliminary way, for there was time 
to bring up the heavy guns later.” 


3. Team Work 


Having decided to recommend 
Curtis No. 155 luminaires, with 
500-watt silvered-bowl lamps, Hoff 
called in W. K. Turner, local Cur- 
tis representative, and thereafter 
they worked as a team. “One of 
the first things we found out,” Hoff 
explained, “was that the non-resi- 
dent architect favored semi-direct 
lighting. This influence had to be 
counteracted. Mr. Turner was 
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Breaks the Ice 


As told to 
HENRY W. YOUNG 


amply provided with all the neces- 
sary data, curves and charts to put 
across our recommendations from 
the purely architectural standpoint, 
and to show that the method of 
lighting we proposed would be 
wholly in keeping with the archi- 
tectural features of the room. We 
also laid our plans before the Nel- 
son Electric Co., which had the 
wiring contract, for we wanted to 
be sure that they fully understood 
the equipment we proposed to put 


” 


in. 


4. Trial Installation 


“As soon as possible several 
sample units were installed in the 
new annex. Mr. Wormwood and 
the electrician became more inter- 
ested, but even then it was by no 
means plain sailing. They admitted 
the units would give both the foot 
candles and the brilliant effect which 
they sought, also that the appear- 
ance of the luminaires was satisfac- 
tory, yet they hesitated for fear 
maintenance costs would be too 
high. Their experience had been 
with indirect fixtures, which de- 








I T TOOK hard 
plugging to sell Tacoma’s first 
silvered-bowl lighting job but, 
with the pioneering done, 15 
followed within three 
months—and there are more 


sales 


to come. 





EARL HOFF, Graybar Electric 
Co., the salesman who put silvered- 
bowl lighting “on the map” in 
Tacoma. 


pended upon a reflector to direct 
light to the ceiling. Almost imme- 
diately after installation, the effi- 
ciency of these units had dropped 
off due to accumulated dust, and 
frequent cleaning had proved both 
necessary and expensive. Appar- 
ently this was the determining fac- 
tor with the store manager.” 


5. Meeting Objections 


“So our sales effort,” Hoff re- 
lated, “was then directed to making 
clear the true principle of the sil- 
vered-bowl lamp, that it acts as its 
own reflector in directing light up- 
ward to the ceiling. We explained 
how the lower half of the bulb is 
silver coated, so that the interior 
has a mirror-like reflecting surface 
although, looking at the bulb from 
below with the light on, it is per- 
fectly opaque. We had curves to 
show that the volume of light re- 
flected from ordinary surfaces, sub- 


ject to dust deposit, will go down 
as much as 30 per cent over a 
period of time. However, where 
the reflector is inside the bulb it- 
self, as in this lamp, the curve stays 
almost flat, for no dust can get into 
the lamp and onto the reflecting 
surface. 

“We pointed out that the large, 
disc-like part of the fixture, which 
surrounds the bulb, is largely for 
appearance and is not a reflector at 
all. Therefore, dust could accumu- 
late on its upper surface until it was 
an inch deep or more, and it would 
have no effect on the reflection of 
light. 


6. Display Room Closes Sale 


“Our next step was to bring Mr. 
Wormwood to the Graybar display 
room where the new fixtures could 
be seen in a permanent installation. 
Here we presented our final argu- 
ment. While indirect lighting had 
not been employed by Tacoma 
stores to any extent, he was fa- 
miliar with the results obtained 
with IES portables. As he was 
sold on these for their specific pur- 
pose, it was not quite so hard to 
induce him to step out and be a 
pioneer in his community with this 
new method of general lighting. 

“We were able to show that the 
first cost of the complete unit was 
less than that of a bowl type reflec- 
tor with silvered mirror surface to 
which his objection of dust applied. 
Next, we pointed out that the sil- 
vered-bowl lamp, which has a cer- 
tain effective life limit the same as 
any other lamp, cost only slightly 
more than the ordinary 500-watt 
lamp. Furthermore, with every re- 
newal, he would in effect be buying 
a complete new fixture. Because 
the unit’s disc-like body is of non- 
tarnish metal, it always looks like 
new. Hence with a new silvered- 
bowl lamp mounted in the fixture 
opening, the entire assembly would 
appear as if fresh from the carton. 

“These arguments, together with 
the fact that he had become con- 
vinced that there would be a real 
saving in cleaning costs, finally 
settled all doubts in his mind, and 
Mr. Wormwood placed an order 
for 40 units for lighting the entire 
new appliance section.” 


7. The Order Is Doubled 


After the new units were in- 
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stalled, something happened which 
no one anticipated. As Hoff ex- 
plained it, “The result was far 
beyond expectations. The appli- 
ance department now made the rest 
of the ground floor look like ‘thirty 
cents’ because a wide archway con- 
nected the old store with the new 
section. The lighting in the old 
store had apparently been excellent, 
until there was something better to 
compare it with. Now this part of 
the store seemed to be in semi-dark- 
ness. People would come in at the 
main entrance, look around, notice 
through the archway the brilliance 
of the appliance section, and just 
naturally gravitate there. Possibly 
the manager of the appliance section 
and the sales force there felt some- 
what cocky over receiving the lion’s 
share of the public’s attention, but 
that situation could not be allowed 
to continue. An order was placed, 
therefore, for 40 more of the same 
units, so that the entire first floor 
would be uniformly lighted. 

“Now the entire Schoenfeld store 
stands out at night above everything 
else in the vicinity.” 


8. Another Prospect Develops 


The Schoenfeld family, who live 
in Seattle and also operate a large 
store there, have been giving Mr. 
Wormwood a free hand in operating 
the Tacoma store. As a _ conse- 
quence, it was with him that all 
parties dealt in planning the new 
lighting system. After the instal- 
lation was completed and the Seattle 
executives saw the results, they be- 
came most enthusiastic. There is 
a strong possibility that similar 
lighting will be specified as part of 
a $100,000 alteration program now 
going forward in their Seattle 
store. 


9. More Sales Follow 


So pronounced have been the re- 
sults obtained by this Tacoma store 
that a large number of stores and 
places of business have been en- 
couraged to go ahead with plans for 
better lighting. By February of 
this year, Graybar had sold no less 
than 15 other silvered-bowl instal- 
lations in Tacoma and the surround- 
ing territory. These new installa- 
tions have also served to increase 
the activities of the municipal light- 
ing department in the promotion of 
better lighting. 
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THE ELECTRICAL WHOLESALER’S PAY ROLL 
(From Wholesale Distribution, Volume 5, Census of Business, 1935} 
An analysis of employees and pay roll by occupational 


groups of electrical wholesalers, including specialty appli- 
ance distributors for one representative week of 1935 


NUMBER OF 
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(Full-time only) 
30,304 
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His Objective—More Sales At Less Cost 


MEN 


YOU SHOULD KNOW: 


* EK. A. Jones 


President, Havens Electric Co., Albany, N. Y. 


S a lad of 13, “Bud” Jones believed there was a future 
for him in the electrical supply business. Today he 
heads one of the most progressive wholesaling firms in the 
East, and also serves as chairman of the Mohawk Valley Club, 
the electrical wholesaling organization of New York State 


HE moment a person passes 

through the front door of the 
Havens Electric Co. at Albany, it 
is apparent that here is a selling 
organization, for it is necessary to 
walk the length of an attractive 
display room before reaching the 
young lady at the switchboard, then 
past more displays to arrive at the 
city counter, while beyond this 
counter, in plain view of the wait- 
ing customer, are more display 
rooms for radio and major ap- 
pliances. 

The visitor immediately assumes 
that the man at the head of this 
firm must be a sales-minded sort of 
individual. A few minutes chat 
with President E. A. Jones proves 
this to be the case, for he is full of 
ideas for amplifying and improv- 
ing a set-up that, as it stands, is far 
above the average. This enthus- 
iasm is quite natural, for Jones, 
now twice a grandfather, has spent 
35 years selling electrical supplies 
and appliances. 

Known to the trade throughout 
New York State as “Bud”, Jones 
started his electrical career when a 
mere lad of 13. Born and raised 
in Albany, family circumstances 
prevented his going to high school 
and he landed a job with a friend 
of his father’s, Mr. Henry Dayton 
Ball. Ball had been a partner in 
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the firm of Havens & Ball, who 
conducted an electrical contracting 
and supply business. In 1902 the 
partners separated, Havens taking 
over the contracting end and Ball 
devoting himself to the sale of elec- 
trical supplies. 

Jones started in as chore boy at 
the new supply store, tending coal 
stoves, wielding a broom, and doing 
all the odd jobs, for the meagre 
sum of $3.00 a week. He soon be- 
came convinced that the electrical 
supply field offered him a real fu- 
ture. Electricians were then get- 
ting $18 a week, and young “Bud” 
was strongly tempted to go to work 
with the tools, but he clung to his 
beliefs despite the temptation and 
soon saw his income swell to $5 
and then to $6 a week. From chore 
boy, Jones graduated to counter 
man, and then it wasn’t long before 
he was on the road as a salesman. 


N 1908 Ball sold out to the Al- 

bany Electrical Construction Co., 
now the Esco Electric Supply Co. 
Jones went along as salesman and 
soon after he became sales man- 
ager. Meanwhile, Morton Havens, 
Ball’s former partner, had organ- 
ized the Havens Electric Co., which 
was doing a wholesale and retail 
supply business. In 1916, Jones 
joined this firm as a salesman, and 





in less than a year was made sales 


manager. His next promotion, to 
vice-president and general manager, 
came in 1927, when Mr. Havens 
gave up his affiliated contracting 
business. Then, upon Mr. Haven’s 
death last year, Jones became presi- 
dent of the firm. 

Throughout this 35 years as an 
electrical wholesaler, “Bud” Jones 
has been a keen student of both 
management and sales. He has 
constantly kept before him two 
definite objectives, to get more 
business and to cut operating 
costs. There is no sense in striving 
for volume, he says, unless operat- 
ing costs can be held down to a 
point where competition can be 
met at a profit. The wholesaler 
must study his operations daily, he 
believes, and must constantly watch 
every detail of his business. 


ONES’ accomplishments, how- 

ever, are by no means limited to 
the electrical field. “My one and only 
real pleasure and hobby,” he says, 
“is baseball,’ and he has quite a 
reputation as a player, too. For 
many years, he caught for semi- 
pro and suburban league teams in 
and around Albany and even today 
he plays soft ball for exercise at 
every opportunity. 

Association work has always at- 
tracted “Bud” Jones. He is an 
associate member of the New York 


State Contractors and Dealers 
Association, is a member of 
NEWA’s Electrical Inspectors 


Committee, and is now serving as 
chairman of the Mohawk Valley 
Club, composed of electrical whole- 
salers from the Hudson Valley west 
to Buffalo. 
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E. A. Jones e e President, Havens Electric Co., Albany, N. Y. 
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STOCK BINS 


Northland Electric Supply Co., Minneapolis, 
recently reorganized its stockroom, giving spe- 
cial attention to bins. Standard boxes, measur- 
ing 3-ft. by 3-ft. by 4-ft., were adopted. These 
rest on 2x 4’s well above the floor, making 
it unnecessary for stockmen to stoop for mer- 
chandise. Space between the floor and sup- 
porting 2 x 4’s is used for warehousing standard 
packages. Each bin is identified with a 
number. By using the numbering guide, new 
“hands” are not handicapped in filling orders. 





PAMPHLET RACK 


Manufacturers’ mailing pieces are always used by Cran- 
nell, Nugent, & Kranzer, Inc., New York City. 
mailing, 
this rack, measuring 6-ft. by 7-ft., has been built. 
Individual bins are numbered. The key to the number- 
ing system is on a sheet of paper tacked on the left side 


keep the literature in good shape _ before 
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LIGHTED AISLES 
In the warehouse of Midwest 
Electric Co., Minneapolis, ade- 
quate lighting enables stockmen 
to see what they’re after. Lamps 
in pull chain sockets, spaced at 
five-foot intervals, do the trick. 
Materials on the top shelf are 
easily reached. 





MEASURING WIRE 
This outfit has been rigged up 
by the boys of the Mid-State 
Electric Supply Co., Decatur, IIl., 
for measuring wire. The frame- 
work, of one-inch black pipe, 
is about 10-feet long. Note the 
hack saw hanging from the 
upper pipe. 


PRACTICAL 
WAREHOUSE 
METHODS 


5 ial 


FOR LARGE REELS 


Five reels of wire or cable are supported in this frame- 


To work used in the warehouse of Thomas Supply Co., 


Racine, Wis. 


i 
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Pipes, which pass through the reels, 
are held by two 1 x 4-inch boards fastened at an angle 
to the top of the uprights; at the base to a 4x4. 
Dimensions are 12-feet by 3'4-feet. 















Through the Wholesaler 


HOLESALERS have 
manufacturers, when advertising to the con- 
sumer, state that their products are “Sold through 


frequently urged that 


Electrical Wholesalers.”” A few months ago at least 
one prominent distributor, located in the middle west, 
wrote to each of his suppliers asking them to incor- 
porate such a statement in all of their advertising. Sim- 
ilar requests have been made of the manufacturers by 
the various commodity committees of NEWA. The 
members of the business staff of ELECTRICAL WHOLE- 
SALING, in their frequent calls on the advertising man- 
agers of electrical manufacturers, have made the same 
suggestion. 

These efforts are beginning to produce results. This 
past month we received a letter from Walter Bieringer 
of the Plymouth Rubber Co., telling us of a new bill- 
board campaign which his company launched last 
month in the larger cities. These billboards will state 
“Distribution Through Legitimate Wholesalers Means 
Service and Economy.” 

In the March issue of ELECTRICAL WHOLESALING, no 
less than 40 different advertisers referred specifically to 
the wholesaler. “Sold through electrical wholesalers” ; 
“Sold only through wholesalers”; “Available through 
wholesalers’; “Sold by leading wholesalers”; “Buy 
through your wholesaler’; “The logical source of sup- 
ply”; “Prompt service through your wholesaler’; 
“Wholesalers offer a plus service’’; ‘“We sell exclusive- 
ly through the electrical wholesaler”; “Coast to coast 
service through distributors” ; “Thirty years of consis- 
tent wholesaler policy”; ““Ask your wholesaler”; “The 


electrical wholesaler is the place to buy”; “The whole- 
saler builds his business on quality”; “A triple play — 
manufacturer to wholesaler to retailer’; “Take advan- 
tage of the wholesaler’s cooperation” — these and sim- 


ilar statements by prominent electrical manufacturers 
gave strong support to our editorial presentation of the 
reasons why “It Pays to Buy from the Electrical 
Wholesaler.” 

Manufacturers are coming to appreciate more and 
more the value of the wholesaler’s services. Those 
who have a wholesaler policy will benefit both them- 
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selves and the industry by “telling the world” about it 
at every opportunity—and when they do, they deserve 
a word of commendation from their distributors. 


Who Will Distribute Neon? 


oo a new industry develops beyond the pioneer- 
ing stage there comes an urgent need for suitable 
channels of distribution. Wide awake distributors, 
who are quick to sense the opportunity, are able to get 
in on the ground floor. They become well established 
in the new field before their more sluggish competitors 
come to life. 

Neon lighting, today, has arrived at this period. As 
Mr. Fryburg points out in his article this month, users 
of Neon equipment and accessories are now to be found 
in every wholesaling area. They want to buy from a 
local distributor, but with only a half-dozen exceptions 
in the entire country, no local wholesaler is equipped to 
render service on Neon. Users are compelled, in most 
cases, to buy direct. 

Mr. Fryburg is an electrical man. For many years 
he has conducted the Paragon Sales Co., a manufac- 
turer’s sales agency, in Philadelphia. A few years ago 
his experience with sign transformers convinced him 
there was money to be made in the distribution of Neon 
products. He organized the Neon Supply Co., one of 
the first houses to engage in wholesaling in this field. 
This concern has grown with surprising rapidity. 

Neon, today, is used far more widely than when Mr. 
Fryburg entered the field, and the opportunities for 
the wholesaler are correspondingly greater. 

Will the electrical wholesaler seize this opportunity 
now, before it is too late, or will he “muff the ball” and 
allow some enterprising hardware or automotive or 
plumbing wholesaler to establish himself as the Neon 
distributor in his territory? 


Salesmen— Students 
MANUFACTURER of industrial control equip- 
+ ment has been conducting a school for his whole- 


salers’ salesmen in one of his larger sales districts. 
Classes have been held once a week over a period of 
ten weeks. When planning the course, he felt he 
would be lucky if he could get as many as 30 men to 
attend the lectures, and planned his seating facilities 
accordingly. 

Advance registrations came pouring in, however, and 
he hurriedly made accommodations for 85 at the first 
meeting. Even then it was a case of “standing room 
only” when the class was called to order, and the aver- 
age attendance on succeeding weeks has held close to 
110. 

This manufacturer readily admits that he underesti- 
mated the eagerness of wholesaler’s salesmen to ac- 
quire technical information that will help them to sell. 
There was a time when the average salesman shied away 
from technical lines, but not today. He is ready and 
anxious to equip himself to sell any line handled by his 
house, regardless of its technicalities. 
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‘ 
HOWMANSHIP is simply the 
knack of doing the ordinary thing 
in an extraordinary way. 


Simple—but few know how to apply 
it ! 

Macy in New York takes some rubber 
bags, inflates them with helium, paints 
grotesque faces on ’em, fastens ropes at 
strategic places, puts fancy costumes 
on a flock of birds—lets Tony Sarg 
supervise the show—and parades down 
New York’s principal streets every year 
around Thanksgiving Time while thou- 
sands cheer—and the Macy cash regis- 
ters break out in a rash of jingling. 
Showmanship— 

Several years ago, out on the Sunrise 
Highway of Long Island, a private zoo 
was zoo-ing quietly along. For two 
bits you were given the opportunity to 
feed the monkeys—gape at the gorilla— 
and boo the boa constrictor. It was a 
great place to take the kids—no push- 
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In SALESMANSHIP! 


ing—nobody stepping on your pet corn 
—not too many cages for the kids to 
drag you to and tire you out. 

Then Frank Buck took over the 
outfit as a place to store the things he 
brought back alive. But nobody broke 
any speed limits getting out to see 
Frank and his live and strange sou- 
venirs. 

Then something happened! A flock 
of monkeys escaped from their cage be- 
cause a keeper was careless (?). Now 
there’s nothing unusual about some 
monkeys escaping from their cage—a 
few monkeys more or less on Long 
Island—so what? But—some showman 
made this escape front page news—and 
front pages it got on every New York 
newspaper. The stories of monkeys 
here, there and everywhere were mas- 
terpieces. Rewards were offered and 
thrill seeking Long Islanders with, and 
without cocktails under their belts, pro- 
moted searching parties and hung 
around fruit stands waiting for banana 
hungry apes to appear—It was a show- 
man’s Roman Holiday. 

And what happened? 

Frank Buck’s Zoo was the mecca for 
motorists, with and without kids for 
miles around. And on Sunday the only 
difference between Frank’s and _ the 
Bronx Zoo was that Frank charged a 
quarter to get in! Showmanship— 



































Many a mediocre salesman has be- 
come a good salesman because he 
learned to be a showman—and many a 
good salesman has become a great sales- 
man when he mixed showmanship with 
salesmanship. To be sure, there’s some- 
thing more to selling than “good 
theatre”—vastly more—but there’s noth- 
ing more important. 

Try to be different—find new ways to 
present an old product—novel ways to 
introduce a new one. Give ’em some- 
thing’ to remember you by—and they 
buy. 

One salesman sold a lot of Mazda 
lamps by bouncing ’em on purchasing 
agents desks to prove they were durable. 

Another carried a plain, everyday 
gasoline blow torch to demonstrate the 
virtue of his flame-proof wire. 

Another sent a spotlessly clean hand- 
kerchief in to merchandising managers 
with a note—“I’ve come clean from 
Pittsburgh to prove the value of— wash- 
ers.” 

Do the ordinary thing in an extra 
ordinary way—and watch the customers 
go buy. 


P.S. Well, here comes the golf sea- 
son again—and here goes a tip—“Don’t 
be a two by fore salesman.” 


ELECTRICAL WHOLESALING — May 1937 


The C-H Pressure 
Type Fuse Clamp 


For either ferrule or knife 
blade type fuses. Insures 
firm, non-heating fuse 
contacts. Fuses always 
easy to replace. Single 
twist of screw driver and 
fuse is released; another 
twist and fuse is locked 


firmly in place. 








® main @uty of a safety switch is to carry 


curreniy’ . . continuously, efficiently, and with- 
out, fouble. That means all current-carrying 
sghtacts must be constructed properly. Other- 

ise, heating is sure to develop; and heating 


has but one result—trouble. 


The Cutler-Hammer Mill Duty Safety Switch 
is designed for maximum rupturing capacity. 
But, from the start, it has also been designed 
to carry current with constant high efficiency 
—best illustrated by such famous features 
as the non-current-carrying hinges, silver- 
plated jaws and blades, and the milled clip 


construction. 


And now Cutler-Hammer announces another 


step toward perfection. . . the pressure-type 


fuse clamp which virtually eliminates heating 
at the fuse ends. Thus, C-H engineering skill 
and knowledge make the Bull. 4101 Mill Duty 
Safety Switch still more dependable for indus- 
trial service. Busy factories are quick to recog- 
nize its superiority; and aggressive wholesalers 
and contractors feature it for its unquestioned 
leadership. CUTLER-HAMMER, Inc., Pioneer 
Manufacturers of Electric Control Apparatus. 
1327 St. Paul Ave., Milwaukee, Wis. 
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@ That's the theme of today’s electrical wholesaler. The cracker 
barrel-and-drum stove era of “handling goods” is gone in this in- 
dustry of ours. “Sell!”, says today’s wholesaler—and he means it! 


@ Intelligent co-operation between wholesalers and manufactur- 
ers of advertised products has aided materially in the return to 
normal prosperity for both. During its forty-two year history, 
Porcelain. Products has at all times maintained a policy of com- 
plete co-operation with wholesalers in its advertising and selling 
program. Merchandising has been made easier, customer ac- 
ceptance become greater. 


@ Wherever insulators are advertised, look for Porcelain Prod- 
ucts. When you buy insulators, “Specify Porcelain Products.” 


PORCELAIN PRODUCTS, INC. 


PARKERSBURG, WEST VIRGINIA - +  FINDLAY, OHIO 


MAKERS OF. SERVICE WIREHOLDERS. HOUSE BRACKETS. SECONDARY RACKS. RADIO AND NEON 
INSULATORS ENOBS TUBES CLEATS AND A COMPLETE LINE OF HIGH VOLTAGE INSULATORS 


i ee 
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New Index of Commodities 


Has Many Uses 


New lines included. 


Revised classification has greater flexibility, 


permits same sequence to be followed in price books, catalogs, 


inventory cards, sales and cost records and warehouse stocks 


IVE YEARS ago, ELEctrI- 
FE: WHOLESALING developed 

and published a “Standard 
Classification of Commodities Han- 
dled by Electrical Wholesalers.” 
Endorsed by prominent trade groups 
it was offered to the industry “as 
a standard to be followed in secur- 
ing information on wholesalers’ sales 
and operating costs.” 

Since that time other uses for 
this grouping of commodities have 
been suggested by individual whole- 
salers. Also new products, such as 
explosion proof fittings, high-inten- 
sity mercury vapor lamps, and multi- 
breakers, have come on the market. 

The following revision of the 
original classification includes these 
newer items, and also provides for 
a wider range of applications. 
Greater flexibility is obtained by 
numbering, instead of lettering, the 
various sub-groups. With this 
decimal method there is no limit to 
ihe number of sub-divisions that can 
be set up. 

In its new form, the index may be 
used as the logical 
arrangement both of physical stocks 
in the warehouse and _ inventory 
record cards. It also provides a 
standard sequence for salesmen’s 
price books, counter catalog racks, 
files of manufacturers’ catalogs and 
files of advertising and promotional 
material. 

The Jacqua Co. of Grand Rapids 
is already following the same gen- 
eral sequence in the catalogs which 
it publishes for individual whole- 
salers and J. Morgan Hall, manager 
of this company’s electrical catalog 


basis of a 


department, has offered several sug- 
gestions which have been incorpor- 
ated in the revised index. 

One wholesaler, who has used the 
original classification for several 
years in arranging his price books 
and catalog files, has added separate 
sub-classifications for salesman’s 
data sheets on advertising and dis- 
play material and for repair parts. 
These can be readily added to any 
sub-group by the individual user, and 
can be keyed with a letter, such as 
ok ee 

Manufacturers, as well as whole- 
salers, will find a use for this index. 
For many years a standard filing 
system has been in vogue among 
architects and it is now common 
practice for the manufacturer to 
print the architect’s file number 
applying to his particular product 
on the margin of all catalogs and 
bulletins distributed to that 
fession. 


pre a 





AN EXAMPLE 


Of how the decimal classifica- 
tion can be extended to meet the 
needs of the individual user 
6. Wiring Devices 
6.1 SocKETs 
6.11 Brass SHELL 
6.111 Key 
6.112 KEYLESS 
6.113 Putt CHAIN 


6.12 PoRCELAIN 
6.2 SwITCHES 
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By similarly printing ELECTRICAL 
WHOLESALING’S file number on the 
margin of catalogs and salesman’s 
price sheets, these may be readily 
filed in their proper place by the 
wholesaler’s order clerk, counter 
man or salesman. <A wiring device 
manufacturer, for example, would 
use “EW-5,” while a manufacturer 
of electric tools would use “EW- 
9.6.” 

Three major groups of products, 
(supplies, apparatus and appliances ) 
have long been recognized by the 
trade, and each of these groups 
appears on a separate page of the 
revised index. For catalog files and 
price books, separate binders may be 
used for each group, the proper 
index page pasted on the cover, and 


tabs carrying the corresponding 
index numbers inserted in the 
binder. 


The 30 sub-groups have been used 
since 1932 in ELEcTRICAL WHOLE- 
SALING’S annual compilation of in- 
dustry sales and have proved to be 
logical groupings. 

Now, in its new decimal form, the 
index is far more than a statistical 
guide, however. It is adaptable to 
each of the wholesaler’s principal 
operations, warehousing, selling and 
accounting, wherever commodity 
groupings are involved. With each 
department following the same sys- 
tem, it has been demonstrated in 
actual practice that personnel is more 
readily transferred from one task to 
another, work is speeded up, and 
errors are materially reduced 
throughout the wholesaler’s entire 
organization. 
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Electrical Wholesaling’s 
Standard Commodity Index 


GROUP ‘“A’”—SUPPLIES 


(Electrical Wiring and Maintenance Materials) 


1. Conduit and Raceways 


1.1 Ricip Conpuit, ELBows AND CouPLINGS: heavy 
wall, thin wall, oval. 

1.2 FLexis_e ConpuIt: metallic (Greenfield), non- 
metallic (loom). 

1.3 Surrace Metat RACEWAYS AND FITTINGS: 
metal moulding, Wiremold, etc. 

1.4 Ducts AND FiTTINGs: concealed (fibre, under- 
floor, etc.), exposed (Busswa, Squareduct, etc.). 


2. Fittings, Outlet Boxes, Miscellaneous Hardware 


2.1 Conpuit Bopigs AND Covers, including Explo- 
sion Proof Fittings. (Condulets, Unilets, etc.) 

2.2 Boxes AND Covers: outlet, switch, floor, pull 
and junction boxes, covers and accessories; steel 
and cast iron. 

2.3 ARMORED CoNpucTor FITTINGS: connectors, 
couplings, etc., for flexible metallic conduit and 
armored conductor (BX). 

2.4 MISCELLANEOUS FITTINGS AND HARDWARE: 
entrance fittings, grounding devices, locknuts 
and bushings, straps, hangers, adapters, wire 
connectors, sleeves, Chase nipples, Erickson 
couplings, expansion bolts, screw anchors, lugs, 
bolts, screws, etc. 


3. Wires, Cables, Cords 


3.1 ArmorEp “ABG” CasLe (BX). 

3.2 NON-METALLIC SHEATHED CABLES: Romex, 
Braidex, etc., service entrance cable, etc. 

3.3 BurtpInc Wrres AND CaBLes (rubber cov- 
ered): code, intermediate, 30%, also fixture 
and telephone wires. 

3.4 LEAD-COVERED CaBLEs: 600 volt, high tension, 
parkway. 

3.5 SpeciaAL Purpose Cases: theatre, elevator, 
arc-welding, mining, switchboard, automotive, 
etc. 

3.6 MIscELLANEOUS WIRES AND CABLES: paper 
insulated, varnished cambric, asbestos, weather- 
proof, slow burning, annunciator, magnet, etc. 

3.7. BARE WirES AND CABLES: bare copper, heat- 
ing, resistance, armature, galvanized steel and 
iron, solid and stranded. 

3.8 Corps: lamp, portable, fixture, brewery, can- 
vasite, deck, all-rubber, heater, etc. 


4. Insulating Materials: Electrical Porcelain 


4.1 Tape, friction and rubber. 

4.2 SpectaL INsULATIONS: fabric, paper, fiber. 
mica, webbing, cords, twines, sleevings. 

4.3 PAINTS AND CoMPouNDS: paints, varnishes, 
lacquers, shellacs, stickers, insulating and com- 
mutator compounds, cements. 

4.4 ELectricaL PorcgLaIn: knobs, tubes, cleats, 
bushings, clamps, house brackets, insulator 
racks, etc. 


4.5 SoLpER AND FLUXES: wire, bar, acid-core and 
rosin-core solder; soldering salts, paste, sticks. 


5. Switches, Circuit Breakers and Panelboards 


5.1 Sarety SWITCHES. 

5.2 ENTRANCE SWITCHES. 

5.3 METER SERVICE SWITCHES. 

5.4 RANGE SwITCHES. 

5.5 Open KniFe SWITCHES. 

5.6 Crrcuir BREAKERS: multi-breakers, etc. 

5.7 PANELBOARDS, except power panels (see sec- 
tion 13). 

5.7 PANELBOARDS, except power panels (see sec- 
tion 13). 


6. Wiring Devices 


6.1 Sockets: brass, weatherproof, porcelain. 

6.2 SwitcHEs: Flush, surface, pendant, door, can- 
opy, etc. 

6.3 RECEPTACLES AND CONVENIENCE OUTLETS. 

6.4 Cutouts AND Fuse Btocks: including fuse 
clips, clamps, and casings. 

6.5 Face PLatEs. 

6.6 ATTACHMENT Ptucs, Caps, Corp Sets, Corp 
CONNECTORS, etc. 

6.7 MISCELLANEOUS DEvICEs. 


7. Fuses 


7.1 PLuG Fusss. 

7.2 ENcLosED FusEs. 

7.3 RENEWABLE FUSES AND LINKs, 

7.4 Fuse Wire AND RIBBON. 

7.5 MisceLttANeous Parts: fuse clips, reducers, 
testers, etc. 


8. Outside Construction Materials 


8.1 PoLes AND Cross Arms; including pins, brack- 
ets and pole stays. 

8.2 Pott Line HARDWARE. 

8.3 INSULATORS AND SUPPORTS: pin type, strain 
and high tension insulators, supports and acces- 
sories, 

8.4 MIsceLLANEOusS: lighting arresters, choke 
coils, potheads, cable bells, manhole fittings, etc. 

8.5 Power AND DISTRIBUTION TRANSFORMERS, and 
accessories. 


9. Tools 


9.1 OutsipeE Construction Toots: cable, pole 
line, linesman’s. 

9.2 Conpuit Toots. 

9.3 ConTRACTOR’s ToOoLs. 

9.4 Frre Pots, TorcHES AND SOLDERING TouLs. 

9.5 WrREMAN’s TOOLs. 

9.6 PortaBLe Execrric Toots: drills, buffers and 
grinders, hammers, saws, etc. 
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Electrical Wholesaling’s 


Standard Commodity Index 


GROUP “B’”—APPARATUS AND EQUIPMENT 


(Sold Principally for Industrial and Commercial Use) 


10. Telephone and Signal Equipment 

10.1 Betis, Buzzers, gongs, chimes, howlers, siiens, 
etc. 

10.2 ANNUNCIATORS and accessories. 

10.3 ALARM AND CALL SysTeMs: burglar, fire, hos- 
pital and nurse’s call, school, paging, watch- 
man’s clocks, tank signals, etc. 

10.4 INTERCOMMUNICATING TELEPHONES. 

10.5 APARTMENT House TELEPHONES, mail boxes 
and door openers. 

10.6 Accessories: telephone brackets, push buttons, 
floor treads, telephone and battery switches, bell 
transformers, relays, rectifiers, insulated staples, 
speaking tubes. 


11. Industrial and Commercial Lighting Equipment 

11.1 CommerciaAL Units: glassware and hangers; 
show window reflectors, spot lights, etc. 

11.2 RerLtectors AND MHotpers: RLM, shallow 
dome, bowl, glassteel diffusers, mercury vapor, 
etc. 

11.3 SpecraL Purpose UNITS. 

11.4 THEATRE EQUIPMENT 

11.5 Ovurpoor Licuti1nc: flood lights, searchlights, 
street lights and accessories, traffic signals, air- 
port and landscape lighting. 

11.6 S1cns aNp AccessorIEs: flashers, sign trans- 
formers, color caps, capacitors, Neon tubing, etc. 

11.7 MiscELLANgous LIGHTING EQUIPMENT: lamp 
guards, lamp changers, cord reels, lowering 
devices, lamp coloring and frostiny, sight and 
foot candle meters. 


12. Motors, Generators and Control 

12.1 FrRAcTIONAL HorsEPOWER Morors, A.C. and 
D.C. 

12.2 Motors, 1 HP. anp Over, A.C. and D.C. 

12.3 Motor CONTROL: starting and magnetic 
switches, controllers, compensators, self-start- 
ers, rheostats, resistors, etc. 

12.4 GENERATORS, EXCITERS AND CONVERTERS. 


12.5 Power TRANSMISSION: power drives, gears, 
belts, pulleys, etc. 
12.6 Repair Parts: brushes, bearings, etc. 


13. Switchboards, Meters 

13.1 SwiTCHBOARDS AND Power PANELS. 

13.2 SwitcHBOARD ACCESSORIES: circuit bieakers, 
switches, fuse holders, meters, busbars, mount- 
ings, fittings, marble and slate. 

13.3 WattHour Meters, A.C. and D.C. 

13.4 PorTABLE INSTRUMENTS: voltmeters, amme- 
ters, wattmeters, etc. 


14. Commercial Equipment 

14.1 RANGEs, ovens, broilers, etc. 

14.2 Foop GRINDERS, slicers, mixers, etc. 

14.3 REFRIGERATING EQUIPMENT: commercial re- 
frigerators, beverage and water coolers, ice- 
cream containers, etc. 

14.4 ComMERCIAL LAUNDRY EQUIPMENT. 

14.5 ComMmeErRcIAL DISHWASHERS. 

14.6 MISCELLANEOUS COMMERCIAL EQUIPMENT. 


15. Industrial Equipment 

15.1 Exvectric WELDING APPARATUS and electrodes. 

15.2 Evectric FURNACES. 

15.3 Evectric Ovens. 

15.4 Inpustr1aL Heatinc Units: strip, space, and 
immersion heaters. 

15.5 INpustrraL Heatinc Devices: melting, tin- 
ning and glue pots, etc. 

(Electric Tools: See section 9.6) 
16. Ventilating and Air-Conditioning Equipment 

16.1 VENTILATING FANS AND BLOWERS, except 
household (see section 25.3). 

16.2 Arr-ConDITIONING EQUIPMENT: central instal- 
lations, unit conditioners, humidifiers, ozon- 
izers, air filters, etc. 

16.3 FuRNACE BLowERs. 


17. Oil Burners and Mechanical Stokers 
17.1 Om Burninc Furnaces. 
17.2 CONVERSION BURNERS. 
17.3 MECHANICAL STOKERS. 








A Revision of The 


“STANDARD CLASSIFICATION OF COMMODITIES 
HANDLED BY ELECTRICAL WHOLESALERS” 


Originally published in ELECTRICAL WHOLESALING for April, 1932 








May 1937 — ELECTRICAL WHOLESALING 


TE TT ET AA 36. RNR tam 


25 














Electrical Wholesaling’s 


Standard Commodity Index 


GROUP “C”—RESALE MERCHANDISE 


(Sold Principally Through Dealers For Domestic Use) 


18. Radio 


18.1 Receivinc Sets: midget, console, combination, 


automobile. 
18.2 TuBEs. 
18.3 Pustic AppRESS SYSTEMS. 
18.4 PHONOGRAPH RECORDS. 


18.5 Parts AND ACCESSORIES: antenna equipment, 


set analysers, repair parts, etc. 
18.6 PHoToELecric RELAYs and equipment. 
. Refrigeration 
19.1 REFRIGERATORS, domestic. 
19.2 AccessorIEs: defrosters, containers, ete. 


. Kitchen Equipment 

20.1 Exvectric RANGES. 

20.2 WatTER HEATERS. 

20.3 DISHWASHERS. 

20.4 GARBAGE DISPENSERS. 

. Laundry Equipment 

21.1 WasHING MACHINES. 

21.2 IRONERS. 

21.3 CLtotHes Driers. 

‘acuum Cleaners 

22.1 FLoor MopeE Ls. 

22.2 Hanp MOopDELs. 

. Heating Appliances 

23.1 PERCOLATORS AND COFFEE MAKERS. 
23.2 WAFFLE IRONS. 

23.3 TOASTERS. 

23.4 Hor PLaTEs, GRILLS, etc. 

23.5 Irons: domestic, laundry, tailor. 
23.6 Arr Heaters, including fan types 
23.7 OTHER HEATING APPLIANCES. 


. Other Appliances 


24.1 Mixers: beaters, extractors, kitchen power 


units. 
24.2 FLoor PoLisHers and scrubbers. 
24.3. S—Ew1nG MACHINES. 
24.4 Uritity Morors. 


24.5 HEALTH APPLIANCES: exercisers, vibrators, 


violet ray, therapeutic lamps, sunlamps, ete. 


24.6 Tonsor1AL APPLIANCES: Hair dryers and 
clippers, electric razors, razor blade sharpen- 
ers, etc. 

Trains, Toys and accessories. 


DESK AND BRACKET. 

CEILING AND COLUMN. 

VENTILATING, 16” and less. 

ACCESSORIES: speed controllers, fan blocks, fan 
covers, etc. 


. Clocks 


26.1 RESIDENTIAL. 
26.2 COMMERCIAL. 
26.3 PROGRAM. 


7. Counter Merchandise 


27.1 FLASHLIGHTS AND FLASHLIGHT BATTERIES. 

27.2 Dry CELL, RApDIO AND STORAGE BATTERIES, 
chargers and accessories. 

27.3. DECORATIVE LIGHTING OUTFITS. 

27.4. MISCELLANEOUS. 


. Incandescent Lamps 


28.1 LarGe: Mazda, mercury vapor. 

28.2 MINIATURE: flashlight, automobile, etc. 

28.3 MiscELLANEOUS Lamps: Neon glow, carbon, 
photoflash, photoflood, ete. 


29. Residential Lighting Equipment 


29.1 Fixtures: ceiling, bracket, kitchen, porch, etc. 
29.2 PorTABLE Lamps: floor, table, desk, ‘“‘pin-it-up,” 
I.E.S., etc. 


. Rural Electrification Specialties 


30.1 Pumps AND WATER SYSTEMS. 

30.2 HEATING EQUIPMENT: incubators, brooders, 
poultry fountain heaters, dairy sterilizers, hot 
beds, etc. 

30.3 Motor DrivEN EQUIPMENT: grinders, feed 
mills, churns, choppers, portable farm motors. 

30.4 MISCELLANEOUS: egg testers, etc. 








REPRINTS OF THIS INDEX 


are available from 


ELECTRICAL WHOLESALING — A MceGRAW-HILL PUBLICATION 
330 West 42nd St., New York City 
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SAFETY SWITCHES 


are distinctly modern in the truest sense of the 
term. The circuit rupturing principle from which 
the Line derives its name, provides a greater degree 
of Safety against arcing and makes possible smal'er 
and more compact cabinets with adequate wiring 
space. Stylined Cabinets lend a distinctive outward 
appearance which reflects the finer inward quality. 
Vacu-Break Safety Switches perform BETTER—look 
- BETTER and are BETTER in every way. 
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SWITCH-CENTER PANELBOARDS | «| 2 $¢$ 
o &©é @- 
: * @€ © 
The Switch-Center Line has gained recognition in : oe . 
the Panelboard field as a most economical product 
of outstanding quality. Designed from a practical 
wiring standpoint, it finds favor in factories, 8 
garages, warehouses and similar installations and 8 
is available in capacities from 4 to 40 circuits with Above: “PX” 
Main Lugs, Main SAFtoFUSE or Main Fusible Type Plug Fuse 
Switch. only —8 to 40 


Circuits. Right: 
ee ei 
tion of Narrow 
Column Type 
Switch Center. 


The Line includes the space-saving NARROW 
COLUMN type for installation on columns or 
pilasters in industrial plants and commercial build- 
ings where space is a big factor. 











This view shows an 
Industrial Plant in- 
stallation of aBull Dog 
Dead Front Safety 
Bie Switchboard from 
; : : whichan enclosed run 
sas of BUStribution ex- 
tends through the 
Te es 














SWITCHBOARDS and BUSTRIBUTION SYSTEMS 


Bull Dog Dead Front Switchboards are built up of standardized sectional Panels, totally steel 
gaclosed. They combine the flexibility of a standardized unit assembly with the distinctive 
pressiveness of an integral product. 


ull Dog BUStribution is a flexible Distributing System which readily lends itself to changes 
t additions to accommodate fluctuating power requirements. It consists of Busbars, enclosed 
a metallic Duct, and Branch Circuit Devices which can be ‘‘plugged-in” to the Busbars 
Arough crescent shaped outlets provided at regularly spaced intervals in the Duct. 





Mantes of Safety Switches, Fusenters, Light and Power Panel Boards, 
Switchboards, Duct Systems 
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BULL DOG’S 
CONSTANT 
IMPROVEMENTS 
AND 
ADDITIONS 
OF NEW 
PRODUCTS 
CREATE 
GREATER 
SALES 
OPPORTUNITIES 
AND PROFITS 
FOR YOU! 
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‘Tt Pays To Buy From 





The Electrical Wholesaler—’’ 


NSOLICITED letters from manufacturers, whole- 
salers and others, tell how Electrical Whole- 
saling’s special March issue is developing a better 
understanding of the wholesaler’s important place 


in the electrical industry 


A Wonderful Story 


Congratulations on the March issue 
of ELECTRICAL WHOEESALING. It’s a 
splendid ‘job:and*presents a- wonderful 
story most completely. 

As usual, you are setting your mark 
high, aimitig at* it most efficiently and 
hitting the’bull’s eye. 

NorMAN B. Hickox, Vice-President, 

Curtis Lighting, Inc., 
Chicago. 


Billboards to Follow Through 


Your wholesalers’ issue was certainly 
a “wow”, and I want to congratulate 
you onit. In this connection, I have 
some news for you, for your next issue. 
We are starting a campaign of bill- 
boards in the major cities in the coun- 
try, and ‘oh our billboards will be the 
following : 

DISTRIBUTION THROUGH LEGITIMATE 
WHOLESALERS MEANS SERVICE AND 
ECONOMY. ¥ 

In other words, we are trying to make 





EXECUTIVES ! 
Have YOUR Customers 
Read This Stimulating 

Story? 
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everyone conscious of the fact that the 
wholesaler has a definite place in this 
community of business economics. It is 
the first time in history, I believe, that 
a friction tape has been advertised to 
the consumer by means of billboards. 

The chief thing that I want to bring 
out is the fact that we are carrying on 
the good work you did in your last issue 
of ELectricAL WHOLESALING, by fur- 
thering this ‘on billboards. 

Don’t bother to answer this letter, be- 
cause I am sailing Saturday on the 
steamer Paris, and won’t be ;hére to 
read it anyway. 

Wa ter H. BriertNcER, Vice-President, 
Plymouth Rubber: Co., 
Canton,Mass. 


Valuable Information 


I want to compliment you on your 
very fine March issue of ELECTRICAL 
WHOLESALING with particular reference 
to the article on “Why It Pays to Buy 
from Electrical Wholesalers.” The in- 
formation contained in these articles is 
well assembled and complete and should 
be very valuable to the wholesaler or- 
ganization. I should like very much to 
receive six extra copies of the March 
issue and would ask that you forward 
them to me with proper billing. 

We, of the Westinghouse Electric 
Supply Co. at Salt Lake City, feel com- 
plimented that you should show photo- 
graphs of our new warehouse’ bttilding 
in it, showing the ‘modern warehousing 
methods now used. We, of course, are 
very proud of this building and are 


happy to have your magazine use it as 

an example of modern warehousing. 
D. M. Satssury, Manager, 
Westinghouse Electric Supply Co., 
Salt Lake City, Utah. 


An Outstanding Job 


It has given me a lot of pleasure to 
review ELECTRICAL WHOLESALING for 
March. 

I think you have done an outstanding 
job for the electrical wholesaler in this 
issue and are entitled to the congratula- 
tions and the thanks of the industry. 

E. Donatp Toiies, Managing Director 

National Electrical Wholesalers Asso- 

ciation 
New York City 


A Masterpiece of Journalism 


An honest man cannot refrain from 
praising a job well done. The story 
from page 17 to 64 of your March issue 
surely is a masterpiece of journalism. 

I have been selling wholesaler dis- 
tribution—making it stick since 1919— 
but never have I seen a paper back up 
the manufacturer so beautifully as you 
have done. That is, the manufacturer 
who believes in wholesaler distribution 
as the economic method of distribution. 

Twice during my personal experience, 
I have assisted in building lines to world 
supremacy from humble starts, merely 
by taking the wholesaler route, sticking 
to and keeping everlastingly at it. 
Twice I have seen worthy manufactur- 
ers gain the supreme tops only to scut- 
tle their own ship by changing horses— 
after getting over the wide stream of 
distribution. 

These makers, like many others, made 
the fatal mistake. They started with 
trade paper advertising, got a great 
start, then got bitten by the “bug” of 
so-called national advertising magazines. - 
Assisted by the clever salesmanship of 
the space hounds with the larger ex- 
pense accounts, and the advertising men 
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‘—Brings A New Appreciation 
Of The Wholesaler’s Services 


who tire of work and who saw that the 
personal larder would fill more rapidly 
by the larger “single” commission from 
the single sale. 

If by any chance you intend reprint- 
ing the above story, I would like to 
put it in the hands of 25 salesmen who 
are being pounded on the truths it so 
beautifully portrays. 

C. G. OvetL, Advertising Manager, 
Dongan Electric Mfg. Co., 
Detroit. 


Salesmen Amplify Story 


The information contained in the 
March issue of ELECTRICAL W HOLESAL- 
ING brings out very clearly the reasons 
why buyers should buy through whole- 
salers, and our salesmen have found 
that the distribution of this magazine 
with some additional talk on their part 
has brought out one thing very clearly, 
and that is that the electrical wholesal- 
ers are in a much better position to 
supply the requirements of buyers than 
any other source. We electrical whole- 
salers all know the very favorable posi- 
tion we are in to give satisfactory serv- 
ice to buyers, and it is up to us to 
continually tell the buyers about it. 

I believe the March issue of ELEc- 
TRICAL WHOLESALING has helped us 
greatly to do this, and we are greatly 
pleased to have had the opportunity to 
obtain extra copies for distribution, 
which has given us the opportunity of 
bringing this subject before the buyers 
whom our salesmen have contacted. 

Extmer A. Jones, President, 
Havens Electric Co., 
Albany, N. Y. 


Benefits Salesmen and Customers 


Graybar San Francisco sent out 75 
copies of the special March issue of 
ELECTRICAL WHOLESALING to some of 
our customers along with an appro- 
priate letter. 

We also sent out over one thousand 
letters to other customers, suggesting 
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that they purchase your magazine. We 
have had a number of customers write 
in asking where it could be obtained, 
and we have procured copies and sent 
them to our customers. 

We have had some splendid responses 
not only from the customers direct, but 
from our salesmen telling us it was the 
first time for many of them that they 
had realized the wholesaling industry 
stood for so much. 

We are confident that this issue of 
yours dedicated to the electrical whole- 
saling industry, followed up as we have 
attempted to do, will create a much 
better realization of our ability to serve. 

A. H. Nicoii, Manager, 
Graybar Electric Co., 
San Francisco. 


Clarifies the Wholesaler’s Job 


A few days ago I received a copy of 
the March issue of ELECTRICAL WHOLE- 
SALING and I believe that this issue has 
a great deal of merit in clarifying the 
position and function of the electrical 
wholesaler. This is a subject which has 
been quite hazy in the minds of, the 
electrical fraternity and we all know 
that a large percentage of the whole- 
saler’s business in apparatus has been a 
retail business. 

There is no question in our minds but 
what the wholesaler has a function in 
the distribution of apparatus but there 
is a real job to do in establishing in the 
minds of the public his particular 
function. 

This issue has taken an important 
step in this direction. 

BERNARD LeEsTER, Assistant Sales Mgr., 
Westinghouse Electric & Mfg. Co., 
East Pittsburgh, Pa. 


Conclusively Told 


I want to put a copy of the March 
issue of ELECTRICAL WHOLESALING in 
the hands of each of our district man- 


agers and would very much appreciate 
your sending me ten copies. 
You have, I believe, conclusively told 
a story in your paper which will go a 
long way toward cementing the business 
interests of the manufacturers and 
wholesalers in doing a constructive job 
for the industry. 
G. C. Barry, Vice President, 
Arrow-Hart & Hegeman Electric Co. 
Hartford, Conn. 


A Special Service 


I would like to take this opportunity 
of complimenting you on your special 
issue of ELECTRICAL WHOLESALING. 
You have done a splendid job not only 
in gathering pertinent material but in 
presenting it in a manner which will 
appeal to your readers. I feel confident 
that you have done a special service 
to electrical wholesalers, which no doubt 
they fully appreciate. 

Witrorp L. Wurrte, Chief, 
Marketing Research Division, 
Department of Commerce, 
Washington, D. C. 


From a Contractor 


We wish to thank you for your copy 
of ELecrricAL WHOLESALING which 
you forwarded to the writer, and would 
say that your article “The Reasons Why 
It Pays to Buy from the Electrical 
Wholesaler” is one of the most inter- 





SALESMEN ! 
Is YOUR Copy on Your 


Desk or in Your Brief 
Case? 





























PROMOTED BY G. E. Rassell \T. 
Hanson, for several years a lighting 
instructor at General Electric Institute, 
Nela Park, has been named lamp and 
lighting specialist for the Detroit house. 
Soon after graduating from college, his 
electrical career began as a lineman for 
the Aitken (Minn.) Light & Power Co. 
In ’31 he joined the G. E. Institute 
staff as a technician in developing 
demonstration material; as an accoun- 
tant; as a guide for visitors on tour 
through Nela Park and as an instructor 
and lecturer on lighting. Last summe 
he managed the Hall of Light at Cleve- 
land’s Exposition. 


ANY TIME the “front office’, sales- 
men or customers want to know any- 
thing about stock on hand, these fel- 
lows of the Eastern Electrical Supply 
Co., Newark, are the ones who can give 
the right answers. From the left, in- 
troducing Max Kalishman, Palmer Pat- 
ten, Joe Dakelman, Dan “Dean’”’ Miller 
and Moe Friedenberg. 


esting articles of this nature the writer 

has read for a long, long time, and coin- 

cides with his views on this subject ir 
the majority of instances. 

R. A. Perry, 

Stearns, Perry & Smith Co., 

; Boston. 


Most Informative 


We have received your March issue 
and can quite understand its value, par- 
ticularly for the wholesaler. 

We have picked out the highlights 
for our sales department, and think that 
the research you have done to bring out 
the figures is most informative. We 
compliment you on this issue. 

H. B. Witson, General Manager, 
Mathias Klein & Sons, 
Chicago. 


A Strong “Okay” 


lf the electrical wholesaler isn't 

pleased with your March issue, there 

must be something wrong with the busi- 
ness. 

F. R. Davis, Publicity Dept., 

General Electric Co. 

Schenectady. 


Exceeds Expectations 


Let me congratulate you on the ap- 
pearance of the current issue of ELEc- 
TRICAL WHOLESALING. When you talked 
this issue over with me some months 
ago, | knew you were going to do a 
real job, but the results exceeded my 
expectations. This should do a good 
selling job for the electrical whole- 
salers, and should increase their opin- 
ion and support of ELEcTRICAL WHOLE- 
SALING. 

Joun H. FREDERICK, 

Asst. Professor of Marketing, 
University of Pennsylvania, 
Philadelphia. 
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A Stimulating Issue 


We have just received the March 
issue of ELEecTrRICAL WHOLESALING 
which has been read with a great deal 
of interest, not only the statements made 
by prominent manufacturers, but others 
as well, who purchase through electri- 
cal wholesalers. 

[ think vou have done an excellent 
job in connection with the entire issue 
of ELectricAL WHOLESALING and the 
editorial effort should do much to stimu- 
late the ever-increasing activities of elec- 
tical wholesalers and their service to 
manufacturers and contractors as well. 

I. A. Broom, Advertising Manager, 
Appleton Electric Co.., 
Chicago. 


An Industry Service 


I duly received my copy of the March 
issue of ELECTRICAL WHOLESALING and 
from my perusal of same it is my opin- 
ion that the electrical wholesaling indus- 
try Owes you a sincere vote of thanks 
for this splendid edition. 

As a representative of our organiza- 
tion, I at this time extend to you our 
thanks and I hope that you in conjunc- 
tion with the manufacturers will have 
many more opportunities of bringing 
before our customers these vital facts 
and data regarding the economic neces- 
sity of the wholesaler and his ability to 
render service to the industry to the 
benefit of the manufacturer, contractor, 
industrial and consumer. 

Henry J. BaArtTInGer, President, 
Baitinger Electric Co., 
New York City. 


Customers React Favorably 


We made a very systematic distri- 
bution of the recent special edition of 
ELECTRICAL WHOLESALING and have 
followed through with the salesmen as 
to how it was received. 

Those to whom distribution was made 
have welcomed the opportunity to read 
the issue and some have already re- 
ported a very favorable reaction. 

F. W\. Byree, District Manager, 
General Electric Supply Corp., 
Cleveland, Ohio. 


From a Hardware Wholesaler 


[ am enclosing a reprint of a num- 
ber of articles I wrote to our sales 
force, based on your articles in the 
March issue of ELEcTRICAL WHOLESAL- 
ING. (These articles were, of course, 
changed to fit our own business). 

Naturally, your articles impressed me, 
and were so well done that I took the 
liberty of doing what I did. 

H. E. Massack, President, 
Masback Hardware Co.. 
New York City. 
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AND THE DEADLINE 


WAS 3 P.M.” 


eglected power lines are costly! Avoid tie- 
ps by checking electric circuits now. A wiring 
rvey will cost you nothing -make one now 


HE printing industry is made up of “dead- 
lines”. Publications must be mailed on sched- 
. Jobs must meet delivery dates. No wonder 
ea ene mantra 


eric aigtineiailde Uieachalibie 

tie-ups can be just as costly. Right now, in 

lines, orders are causing production to be 

d up. aah tednead dames tence 
as demnted eogheenes 6alt hae’ 


out of 10 factories need to modernize 
wiring! 
hates show chat 9 out of 10 plants today are 
topped by acigated lcci Even 
actual breakdowns do not occur, money is 
lose in ocher ways. Power wasted chrough 
losses is one. Excessive maintenance and re- 
Coss is another. Slowing down of machines 
to voltage drops is « third. 


For « check-up of factory wiring 
dyes tn: iasientini ant enitinisl Saat, 
--t0 enable you to sop hidden losses... 


Prepared two useful books. One is our 
Wiring Survey’. This volume tells you 


abe 


ie Sales Offices is Principal Cities 


how to initiate a scientific check-up of electric 
circuits. It simplifies the problem surprisingly. 

The other is our “Industrial Guide for the Selec- 
tion of Wire and Cable'’ Brand aew, it is the only 
thing of its kind in the electrical industry. Scores 
of situations are described and an engineering 
recommendation is given for che correct wiring 
solution of each. 

Write for these books—then put che macter up 
to your electrical engineer, industrial consultant, 
or electrical contractor. If you have a specific prob- 
lem, consult our engineering department. We 
will cooperate without obligation. mer 


Wi ri, 


Industria) 
ng Survey 





USE COUPON BELOW TO GET YOUR COPIES 


Anaconda Wire and Cable Company 

25 Broadway, New York City. rae 
Please send copy of your new “Industrial — 

Also copy of your “Wiring Survey.” (If you already 

have one of these books, check the one wanted.) 























PAIR OF SALESMEN. M. Doto and 
E. Deutsch ride up and down the dales 
of New Jersey telling contractors and 
dealers why they should buy their re- 
quirements from Eastern Electrical Sup- 
ply Co., Newark. The sales manager 
tells us they do right well. 






































BUSY DAYS are these for E. J. Dever, 
general manager of C & H Menzer, 
Inc., New York City. Dever is bus) 
for two distinct reasons. First off, busi- 
ness is going pell mell and he has to 
cee that customers get customary 2004 
Second, the firm is enlarging 
with more floor space, so this added 
activity keeps the “writing gentleman’ 


well tied down. 


fervice. 
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Howard Ehrlich Elected 


Executive Vice-President 


At the annual organization meeting 
of the directors of the McGraw-Hill 
Publishing Co., held in New York on 
April 10, the new office of executive 
vice-president was created. Howard 
Ehrlich, vice-president in charge of the 
company’s electrical publications, was 
elected to this office, which carries with 
it the responsibility for supervising the 
publishing operation of the entire Mc- 
Graw-Hill organization. 

Mr. Ehrlich, who founded the Job- 
ber’s Salesman (now Electrical Whole- 
saling) in 1920, was the active head of 
the Electrical Trade Publishing Co. of 
Chicago, until 1934, when that com- 
pany was taken over by McGraw-Hill 


A Wholesaler’s Tie-In With 
The New Wiring Handbook 


Enthusiastic response by the electrical 
industry to the new Handbook of In- 
terior Wiring Design, described in 
ELECTRICAL WHOLESALING last month, 
is indicated by the fact that the first 
and second editions have been entirely 
exhausted and a third edition is on the 
press. 

One of the useful ways in which the 
book is being locally’ presented is re- 
ported by a wholesaler in a midwest 
city, who purchased 100 copies to dis- 
tribute to local architects. Each hand- 
book is inserted with a set of the whole- 
saler’s material sheets in a loose leaf 
binder, cross indexed so that an archi- 
tect writing specifications from the 
handbook can readily find the catalogue 
material -that the wholesaler carries 
which meet the specifications he is us- 
ing. The binders with their contents 
ave being delivered by the wholesaler 
personally to the architects in and about 
his city. 

Copies of the handbook may be ob- 
tained from the National Electrical 
Wholesalers Association, or the Joint 
Industry Committee, Room 2650, 420 
Lexington Ave., New York City. 


Manual Aids Dealers In 
Kitchen Planning 


Compiled for dealers and utilities who 
want to sell complete electric kitchens. 
Hotpoint’s new Kitchen Design Manual 
is intended for the use of those responsi- 
ble for the planning and installation of 
new or remodeled kitchens. It is not a 
manual for the retail salesman or the 
home owner. 

The manual has been developed by the 
kitchen design section of Hotpoint’s 
engineering department. It deals with 
the fundamentals of kitchen planning, 
cabinet storage requirements, kitchen 
arrangement, color, preparation of 


kitchen plans, major kitchen equipment 
installation and other details. A specia! 
service is also available for commercial 
kitchens. Numerous charts and pictures, 
illustrating the newest features of scien- 
tific kitchen arrangement, are included. 

The foreword of the manual states 
the four fundamentals of modern kitchen 
planning. 1. Grouping equipment into 
“work centers”; 2. Elimination of the 
old-fashioned pantry ; 3. Standard dimen- 
sions for kitchen equipment, and 4. All- 
electric equipment, including full in- 
tensity lighting. 


National Kitchen Modernizing 
Program Planned by Bureau 


The National Kitchen Modernizing 
Bureau announces an active program 
for the current year, in a newly pub- 
lished pamphlet. The Bureau functions 
primarily as a stimulus to consumer in- 
terest in kitchen modernizing as a direct 
means of national sales promot’on of 
electrical kitchen equipment. The new 
pamphlet explains methods for init!ating 
local Kitchen Bureaus, and various types 
of operation and methods of financing 
which are in successful use by the 61 
local Bureaus so far established. 

A nation-wide contest for persons in- 
terested in modernizing their own 
kitchens is part of the program. The 
15 cash prizes total $3,000. Entries will 
be restricted to winners in one of the 
local kitchen planning contests. A kit 
with which models of kitchens and 
kitchen equipment can be constructed, 
suitable for use in these local contests, is 
described in the booklet. 

Dealer’s sales helps, including books, 
pamphlets, newspaper mats, window and 
counter displays, emblems, motion pic- 
tures, radio continuities and sound-slide 
films are offered. Banners, signs, 
posters, car cards, and photographs 
available through the National Bureau 
are described and illustrated in the 
pamphlet, which is being distributed to 
electric utility companies, Flectric 
Leagues, and electrical manufacturers 
cooperating with the Bureau. Single 
copies may be obtained from the Bureau 
ot 420 Lexington Ave., New York 
City. 


Beware Of Photograph Racket 


If you should receive a telephone call 
or a visit from anyone who claims to 
be a photographer engaged by ELEctTrI- 
CAL WHOLESALING or the McGraw-Hill 
Publishing Co., to take your personal 
photograph, do not be misled, as at 
least one wholesaler was_ recently. 
Neither ELEcTRICAL WHOLESALING nor 
the McGraw-Hill Publishing Co. uses 
such methods to secure photographs of 
individuals. 


ELECTRICAL WHOLESALING — May 1937 











istributor’s Salesman 






53 PER CENT EFFICIENT 


A lesson from Kansas City 


HE importance of the distributor’s salesman’s func- 

tion as a merchandising counsellor to dealers in 
their sales training problems was never more graphi- 
cally illustrated than in the recent survey on retail 
sales practices conducted in Kansas City, Mo., and 
sponsored by Electrical Merchandising. 

A similar survey had been conducted in Milwaukee 
and for the first time, therefore, it was possible to 
make a direct comparison of both refrigerator mer- 
chandising practices and retail salesmen’s efficiency in 
two comparably important cities. In Kansas City, prior 
to the survey proper, meetings were held during the 
first four weeks which were attended by dealers and 
distributors, distributors’ salesmen, and retail sales- 
men. Out of these meetings and out of the survey 
proper has grown a new realization of the necessity 
for fundamental market data in a given territory and 
the need for an understanding of the retail salesman’s 
ability to measure up to the opportunities his job 
affords. 

In this connection, the survey reveals that only 53 
per cent of the appliance dealers in Kansas City and 
60 per cent of the dealers in Milwaukee believed that 
the distributor was exercising sufficiently his function 








McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42 ST., NEW 


MAY, 1937 





YORK, N. Y. 


De n Re 





of merchandising counsellor. The survey showed that 
dealers wanted more help on such simple and _ basic 
subjects as hiring salesmen, training salesmen, con- 
ducting retail sales meetings, trade-in allowance prac- 
tices, advertising, floor and window display, and out- 
side selling. To a lesser degree they wanted informa- 
tion on contests for salesmen, stock control, selling-up 
methods, and the use of promotional materials. In 
Kansas City, for instance, only 31 per cent of the 
dealers have organized plans to make salesmen study 
better selling methods. Milwaukee was more advanced 
in this respect as 69 per cent of the dealers there had 
recognized this need. In both cities, however, it was 
generally agreed that the hiring and training of sales- 
men was the dealer’s paramount problem, surpassing 
even the much discussed subject of price competition. 
With these facts in mind, based on the actual evidence 
and testimony of distributors, dealers and salesmen 
in these two important appliance markets, we cannot 
emphasize too strongly the opportunity that exists for 
the distributor’s salesman to perform this vitally neces- 
sary service to his dealers. His position will be strength- 
ened. The dealer will become a productive sales pro- 
ducing medium, and sales volume and profit for both 
parties will be vastly stimulated. 
THE EDITORS 


















RANGES ’ 


Reese Mills, manager of the Range & Water Heater Dept. 
of Westinghouse Electric & Mfg. Co. ‘really "micro- 
scoped" the range field. Here are a few of his findings. 


live in homes that have a rental value 
of $75 per month or more. 71.9% 
owned their homes. In other words, 
purchasers of ranges were substantial, 
tax-paying citizens. 








EFORE engineering the 1937 
range, Westinghouse decided to 
go out in the field and talk to electric 
range users in their own homes. They 
used 15 of their own men to handle 
the survey, feeling that range special- 
ists could do a better fact-finding job 
than an outside agency. A carefully 
selected list of questions was prepared 
and great care was taken in selecting 
areas for the investigation, so results 
would be based on a true cross-section 
of actual field conditions. To ac- 
complish this, 17 states in various sec- 
tions of the country were covered. 
In making the survey, these investi- 
gators talked to 413 electric range 
users, 113 retail salesmen, 86 range 
dealers, 71 operating utilities and 19 
department stores. Here are some of 
the most important facts dug up by 
the field crew: 


Who Own Ranges 


Class A purchased... .18.7% 
Class B purchased... .25.1% 
Class C purchased... .46.9% 
Class D purchased.... 7.8% 
Retired 


Class A is made up of merchants, 
banking and financial men and manu- 
facturers. Class B is made up of 
professional men, executives and pub- 
lic officials. Class C consists of skilled 
mechanics, salesmen, clerical workers 
and farmers. Class D is unskilled 
laborers. 


How Long Have Users 
Been Housekeeping? 


Less than one year........ 3.6% 
One to five years......... 12.2% 
Six to ten years.......... 15.1% 


Eleven to fifteen years... .19.3% 
Sixteen to twenty years...16.5% 
Over twenty years........ 33.3% 


Almost 70% had had more than 10 
years of cooking experience in their 
own homes. One-third had had more 
than 20 years experience. In other 
words, experienced housekeepers had 
bought electric ranges. 


What Rental Do These People Pay? 


82% live in homes with a monthly 
rental value of $50 or less. Only 7% 


What Type of Range Had Been 
Previously Used? 


it os Fy eas hu 60.0% 
DU aah ick paki 4 am oo 16.0% 
oe aap se ean 12.7% 
CR iwi w watered 8.5% 
oS RE OPT ee 2.8% 
What Interested Users In Electric 
Cookery? 
Experience of friends..... 77.5% 
Magazine articles......... 12.5% 
Demonstrations .......... 12.0% 
Cooking schools.......... 11.7% 
Home solicitations........ 11.5% 


CeO eri rea 75.8% 
Economy of operation..... 26.1% 
Easier to use—saves time. .25.6% 
Better cooking results... .20.6% 


Retail Salesmen Were Asked, 


“What appeal do women respond to 
most when a salesman is selling an 
electric range?” The salesmen said: 


COIN ais keds Ne 74% 
Comte a eck ch Ss 41% 
Economy of operation...... 20% 
Better cooking results...... 10% 


Salesmen used “convenience” instead 
of the housewife’s “easier to use— 
saves time.” It was enlightening to 
find that the retail salesman and the 
housewife agreed on the four main 
advantages as a leader group, the only 
difference being in reversing the order 
of number 2 and number 3. This 
check with 100 of the leading retail 
salesmen in the country shows that 
the industry can well afford to con- 
centrate its efforts on these four major 
advantages of electric cooking. 





NEW DIRECTOR 

When the big-wigs of the A. A. 
Schneiderhahn Co., Des Moines, marched 
out of their conference room recently, 
the chairman announced that G. W. On- 
thank had been named to the Board of 
Directors, also treasurer and assistant 
general manager. George has been with 
the firm since 1931. This distributing 
organization handles Zenith radios, 
Leonard refrigerators, ABC washers and 
ironers and A-B ranges. 





IN SESSION 


It remains a mystery just what Al Jacobs 
was about to do at that second. Possibly 
Gerold Kaye had made a good crack 
and this is the beginning of a hearty 
laugh. Al is with the R.C.A. radio divi- 
sion of Bruno-New York, Inc., New York 
City, as supervisor in the Brooklyn- 
Queens territory. Gerold Kaye is the 
gentleman responsible for the firm's ad- 
vertising campaigns. 


NEAR A WHIRLPOOL 
Presenting a pair of sales-minded fellows 
who travel the territory for R. H. 
McMann, Inc., New York City. M. S. 
Krangel, left, contacts retailers of the 
Bronx and upper Manhattan while Leslie 
J. Hunt directs the sales activities of 
the salesmen who cover Westchester, the 
Bronx and Manhattan. 








BUSY PHONES 
When Dave Rubinger and Walter Lovey aren't out in the field selling R.C.A.'s, 
they pick up the phones and dial to their hearts content. Dave represents 
Bruno-New York, Inc., in the Bronx, and Walter Lovey dashes from dealer to 
dealer on Manhattan Island. 





WHAT A TONE 
With an ear cocked and fingers on the control, the “Master Tuner” H. E. Claus, 
does his stuff. G. S. Obey seems to enjoy the results. Claus also puts on perform- 


ances for the dealers of Jersey and Staten Island, while Obey operates in Long 
Island. Both men are with R. H. McMann, Inc., New York City. 


PROMOTING THE KITCHEN 

To further interest the industry in the electric kitchen, the National Kitchen 
Modernizing Bureau has created this educational display. Shown for the first 
time at the recent E.E.I. Sales Conference in Chicago, the display created quite 
a stir. In the center panel are outlined the reasons why the kitchen will benefit 
the manufacturer, wholesaler, contractor-dealer and utility. Other panels explain 
the operations of the Bureau, also the promotional and advertising aids which 
are available. This portable display will be shown at various electrical conventions 
throughout the country. 
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STRIKE UP THE BAND — » zenn kaurman 


Act 1: Scene 1 of “Showmanship in Business” 





ELIEVE it or not—you are a 

showman. Every day you put 
on your own show, and the extent 
to which it is a good show and pleases 
your audience determines your “box 
office”. Most of us recognize this. 
Most of us admire the good show- 
man. You have several in your com- 
munity—they probably command a 
good income and the respect of their 
fellow-businessmen. 

But, the trouble with good showmen 
is that they never tell you how to do 
it yourself. On occasion they will 
write or tell about their exploits. But 
although they are always interesting, 
they are never instructive. In fact, 
they will infer there is a certain subtle, 
elusive something about showmanship 
impossible to explain to you. Some 
intangible mystery that’s impossible 
to define. It’s a gift! 





That’s not true. Showmanship is a 
simple, everyday force. Every sales- 
man can use it as simply‘as he turns 
on the light. This series of articles 
will show you one by one the things 
that make good commercial showman- 
ship—will tell you how to do them 
yourself in your own business. 

But before we discuss the basic 
elements, let’s stop for just a second 
and consider exactly what showman- 
ship will do. It will do just three 
things: 


1. Attract attention. 
2. Emphasize sales point. 
3. Appeal to the emotion. 


|. For Attention 


One ingenious salesman has _ his 
lines listed on his card—punches holes 
to indicate lines he believes of special 
interest to his prospect. Good show- 
manship—for attention. Retailers 
similarly get attention of customers 
with chalk arrows or footprints lead- 
ing to a bargain. 

A range dealer parades a truckload 
of ranges through the city streets— 
banners read “A Car Load of Ranges 
Bound for My Store. Jones.” Good 
showmanship—for attention. 


2. For Emphasis 


Now for emphasis—and here we 
reach a type of showmanship that’s 
vastly more profitable. 

To dramatize the profit in a washer, 
Harry North holds two ten-dollar 
bills before a_ storekeeper’s eyes. 
That’s emphasis. The storekeeper, in 
turn, puts five onions in a window to 
get over the thought that for less 
than the cost of a few vegetables per 
day, a woman can own a radio. 

A dealer puts a range in a window 
—asks passersby to guess how much 
it costs to cook a five-course meal 
(shown on a table) for three people. 
Drop your guess in the box. Winner 
gets the range. That’s Emphasis. 

A dealer emphasized his 25th anni- 
versary effectively by giving a prize 
to the person who brought in the 
most 1911 pennies. Thus he reminded 
people of the year he started business 
and emphasized his stability. 


3. For Emotional Appeal 


Now for the emotions. All good 
selling is emotional. Appeals to pride, 
love, fear, etc., are the soundest. 
Even most logical selling succeeds 
only because when you use it you are 
flattering the buyer, inferring that 
he is sensible and a good buyer. That’s 
an appeal to his pride. It isn’t your 
facts that sell him—it’s the fact that 
you are willing to accept his sup- 
posedly shrewd judgment. 

“The people will buy any paper,” 
says Hearst, “that in adidtion to giv- 
ing news reflects their feelings.” 
Feelings! “It’s not the intellect of 
a juror—nor his intelligence that is 
the important thing,” says Clarence 
Darrow in “Esquire”. In fact, delib- 
eration, if it does anything, retards 
decision. Darrow’s shrewd appraisal 
has saved the skins of many men. 
Let it save you money. 

The Chesapeake & Ohio Railroad 
sold night travel by picturing a sleep- 
ing kitten. We know a girl who 
stopped an annuity because payments 
became too dull and impersonal a 
transaction. “Do you know all I get 



















































































each month for my $44? A Blotter!” 
When you consider that in Cincinnati 
4,000 men went into a Knox hat 
shop to compete for resemblance to 
Apollo Belvedere, you can see that 
vanity has not yet gone from the 
United States. 

Man is gregarious. He follows. You 
appeal to this instinct when you show 
and tell how many dealers carry your 
line. You appeal to vanity when you 
name the big ones. Dealers, too, use 
emotional selling. As, for example, 
the dealer who sold washers to men, 
in front of their wives, by saying, 
“Suppose the Chief of Police was on 
the phone and said that your wife 
had been arrested and would either 
be fined $40 or sentenced to 52 days of 
hard labor. Would you pay the fine?” 
The prospect usually nods. “Yet, your 
wife faces labor every week in the 
year—that you could save her by buy- 
ing this washer for only $39.50.” 

Amos and Andy, Greta Garbo, 
Mickey Mouse, Orphan Annie—they 
don’t appeal to our intellects, do they? 
Few shows do. Showmanship is es- 
sentially a great emotional force. Use 
it for greater profits! 

Send a self-addressed stamped en- 
velope for your copy of The Show- 
manship Yardstick—a 36-notch check 
list of showmanship elements. It’s free. 

(Acknowledgment is made to Har- 
per & Brothers for permission to re- 
print parts of “Showmanship in 
Business.” by Kenneth M. Goode and 
M. Zenn Kaufman.) 





This series of articles breaks a tradi- 
tion. It has always been a custom in 
editing trade papers to feature material 
from within the industry. We believe 
that no trade can live exclusively on the 
ideas it develops within itself. Our 
business has no monopoly on brains— 
and this series deals with ideas that are 
fundamental to all men in business. 
Showmanship will be a universal need 
of merchandisers as long as shows are 
a universal craving of the people who 
use and buy products. 

—The Editor. 
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Distributors, jobbers and dealers who expect to become 
factors in the sale of Sound Equipment, must choose 
wisely if they are to realize full profit from this big- 
money market... They must assume leadership in their 
ommunities ... Leadership demands quality. ..Quality 
ommands price... Price makes for profit... Hold 
everything until you see what you are to be offered 
in quality, design, performance, price, merchandising 
policies, cooperation, and intensive advertising in— 


Webster Electric 
Sound Equipment 


BP TeER ELECTRIC COMPANY -: RACINE - WIS., EXPORT: 100 VARICK ST., NEW YORK CITY> ESTABLISHED 1909" 
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Distributors In 





A WINNAH 


Since the Westinghouse Electric Supply Co., Cleveland, beai out some 125 
other distributors in selling Westinghouse laundry equipment, the L. L. Shawber 
Trophy goes to Manager J. Sidway. Here is Sidway receiving the Trophy from 
O. |. Alverson, who represented the Westinghouse Laundry Equipment Sales 
Manager. With Mr. Sidway are J. H. Campbell, central district manager of 
Westinghouse Electric Supply Co., and E. C. Brode, merchandise manager of 
the Cleveland house. The following men of that house pocketed Shaeffer pens 
for outstanding jobs: E. C. Brode, H. W. Steinhoff, W. O. Dunn, L. O. Meyer, 
C. R. Vogel, L. G. Ritter, L. G. Hissonn and J. C. Thomas. 





INTERRUPTED DEMONSTRATION 


The glories of American Bosch in the radio field were being highly extolled by 
G. J. MacKay, Jr., to a couple of dealers when they were "shot." MacKay is 
with R. H. McMann, Inc., New York City. MacKay, and fellow McMann sales- 
men, also sell 1900 Whirlpool washers, Estate ranges, R.C.A. tubes, Mark Time 


switches, Greist lamps, Proctor & Schwartz and Universal appliances. 








UNDER THE COVER 
Miss Rose, who takes care of the cost 
department for R. H. McMann, Inc., 
New York City, is going to learn all 
about that washer. Her instructor can 
give her all the dope, for Arthur G. 
Autenrieth has picked up plenty of 
experience while covering the Brooklyn 
territory. 





THE BOSS 


Responsible for the activities of Erb 
Electrical Supply Co., New York, is Rich- 
ard J. Vogel. Mr. Vogel doesn't advo- 
cate using valuable space for a private 
office, so there he locates—out in the 
open. 











Action 








Pictures of men in the industry are 
always interesting, so we plan to run 
a number in every issue. "Shots" of 
distributors’ salesmen are welcomed 
with "open arms." 











A MIGHTY TRIO 


G. Lou Rifkin and Mack Weinberg are 
two of the sales staff of Wolfe-New 
York, Inc., New York City. The third 
member of the group is none other than 
Al Suckoff, sales manager of Kraft Dis- 
tributing Co. of the same town. 





RINGING PHONES 


The flashbulb was about to go off; 
the phone bell rang. Business before 
picture-posing. Result—an informal and 
more interesting shot of Albert G. Erb, 
treasurer, Erb Electrical Supply Co., 
New York. 





READING AND WRITING 







Here we have Lou Roth, R.C.A. radio salesman closely perusing some sort of a 
report while S. Jay Goldstein, sales manager of the R.C.A. division of Bruno- 
New York, Inc., New York City, busily writes at the desk. 


TOP-KICKS 


Henry J. Baitinger, left, is president and 
sales manager of the Baitinger Electric 
Co., New York City; George H. Jungen 
is vice-president and the appliance- 
minded member of the firm. Under his 
safe watching are the affairs of the 
appliance and fixture departments. 





MOSTLY THORMEN 

The gentleman with his hands on the 
wringer is W. P. Shields, Thor specialist 
of E. B. Latham & Co., New York City. 
E. J. Frost, in the center, handles all 
appliances for the distributing firm and, 
at the right, we introduce C. M. Allen, 
Thor district manager in New York. 








AFTER THE BANQUET 


Left to right: J. T. Templeton of Colvin-Templeton Company, Northern California 
distributors; Ray Cosgrove, manager, Refrigerator division, Westinghouse Elec- 
tric & Mfg. Co., Mansfield, Ohio; Chas. Meier, Pacific Coast merchandise 


manager, Westinghouse. 




















RADIO PARTS BARONS 


Many a radio dealer and repairman has 
heard of, or dealt with, these New 
Yorkers. They're both with Wolfe-New 
York, Inc. Joseph Dworken heads the 
firm and Benjamin Wolfe holds the office 
of secretary-treasurer. As a distributor 
of parts and aerial equipment, the or- 
ganization covers the eastern section of 
the country and now has a man riding 
the Texas ranges in search of radio 
dealers. 





THE BOSS 


Busy on the phone is R. H. McMann 
who heads the distributing firm of that 
name in New York City. That firm, 
under Mr. McMann, covers a large area 
in that section of the country. 





SERVICE EXPERTS 


Jim Brady, right, manager of refrigerator 
service for E. B. Latham & Co., New 
York City, and one of his service men, 
A. Pomarico, seem to be giving one of 
the new units a bit of going-over. 





RADIO 


Industry opposes Idaho's auto- 
radio bill; Britons and television. 


Idaho Law Shelved 


S predicted last month, State 
Senator R. E. Whitten’s bill to 
prohibit the use of auto-radio in the 
state of Idaho was killed by the house 
committee. Bond Geddes of RMA and 
Editor O. Fred. Rost of Radio Retail- 
ing proved to the house in open hear- 
ing that auto-radio positively reduced 
driving hazzard by causing people who 
like to drive fast to take their foot off 
the accelerator and listen. 

At one point of the hearing Whitten 
said that auto-radio should be legis- 
lated out of the state because it dis- 
tracted attention from the road and 
wheel. A colleague humourously sug- 
gested that the state might also make 
it illegal to “scratch an itch,” brought 
down the house. 

A similar movement is under way in 
the state of Washington, we under- 
stand. Not enough details on hand yet 
to be sure whether or not it is serious. 


Television Tipoff 


HERE has been so much brag- 

ging about the perfection of tele- 
vision in foreign countries, particu- 
larly the British Isles, that many sales- 
men have gotten the impression that 
the U.S.A. was considerably behind 
the times. 

News from England, received as we 
go to press, indicates clearly that this 
is not so and that while there are tele- 
vision receivers already on the market 
across the water this is simply because 
the British have been satisfied to shoot 
the works with equipment similar to 
ours while we have decided to wait 
until it really had the bugs ironed out. 
The news referred to is that the 
British have adopted the Marconi- 
E.M.I. system of transmission, which 
uses a 405 line picture with inter- 
laced scanning to give a picture fre- 
quency of 50 per second. This system 
is almost identical to the one adopted 
in the United States six months or 
more ago. 

Curious, this. Yanks have the repu- 
tation of shooting the works while the 
English are generally conservative. 
This time the picture appears to be 
reversed, 


Big Time Parts Show 


HE radio parts show opening in 
Chicago (Hotel Sherman) in the 
second week of June is definitely going 
to be “big-time.” We've just seen a 


list of exhibitors and believe it will be 
very much worth while for salesmen 
within shooting distance to stop in and 
give it a look. 

Run by the Radio Parts Manufac- 
turers Trade Show, Inc., the exhibit is 
ok’d by RMA. Though not connected 
with the exhibit in any way, the Sales 
Managers Club and the IRSM will 
convene at the Sherman during its run. 
Dates: June 10-13. 


Cutting the Corners 


HAT with increasing raw ma- 
terial and labor costs, radio set 
makers must either increase lists or 
cheapen construction. Despite the fact 
that when business gets good the con- 
sumer has money with which to buy 
better stuff the tendency among manu- 
facturers seems to be to cut corners. 
Certain price brackets were estab- 
lished during the depression, it seems, 
and sales managers think these prices 
are “magic,” hesitate to increase them 
for fear of jeopardizing sales. The 
result will be the marketing of many 
sets similar to those put out a year 
ago ...at the same list but with 
fewer tubes, cheaper component parts. 


Chair-Side Manner 


BVIOUSLY, if the appearance 

of new radios could be radically 
changed much replacement business 
would result. Probably, however, the 
change in appearance must go hand- 
in-hand with some improvement in re- 
ception or, at least, improvement in 
the convenience of operation. 

Chair-side models are one approach 
and many are seen in new lines pre- 
viewed by this columnist. These, cer- 
tainly, are good looking and very easy 
to tune without trekking from where 
you read your paper to the opposite 
wall. 

Eventually, some manufacturer is 
going to put over remote-control in a 
big way, clean up. Remote-control was 
offered by several factories some years 
ago but other and more important im- 
provements washed it out as a major 
sales feature. It will come back, how- 
ever, just as have many other early in- 
novations introduced before the market 
was ready. Take knee-action on motor 
cars, for example. This “improvement” 
popularized only a couple of years ago, 
was used by one car maker when the 
automobile first challenged the horse 
and buggy. The same thing is true of 
free-wheeling too. 
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HAMILTON BEACH APPLIANCES 


Have a Steady Year ‘Round Market 


When the building industry is flourish- 
ing, your dealers are apt to lose sight of 
the vast market that exists for small 
appliances. Don’t let them overlook 
this opportunity for steady volume and 
profit. Every home—whether owned or 
rented, old or new—is a prospect. 
Hamilton Beach is in step with this 
market—offers dealers and wholesalers 
a sound and complete sales set-up that 
means profit for both. 


convenienc 
tures make 
easiest to sé 


90,000,000 NATIONAL 
ADVERTISEMENTS 


Through leading magazines and the 
rotogravure section of Sunday news- 
papers the country over, more than 90,- 
000,000 Hamilton Beach advertisements 
consistently tell home owners of the 
superior quality in Hamilton Beach ap- 
pliances, Dealers are supplied—free— 
with a complete and impressive list of 
selling aids to tie-up with this extensive 
advertising program. 


65,000 DEALER MESSAGES 
EVERY MONTH 


Hamilton Beach reaches more than 65,- 
000 dealers every month through elec- 
trical, hardware and department store 
papers. These publications, together 
with our own direct mailings, are telling 
dealers of the easy selling features, the 
promotional work, the liberal discounts 
and the profit-protecting policy behind 
all Hamilton Beach appliances, 


YOUR PROFIT IS PROTECTED 


Hamilton Beach products are distributed on 
a clean-cut Wholesaler-Retailer policy. We 
stand firmly for 100% price maintenance. We 
take no orders—all inquiries are turned over 


to dealers. This strict sales policy insures 
a full profit for everyone on every Hamilton 
Beach sale. 


HAMILTON BEACH CO, 
RACINE, WISCONSIN 
Division of Scovill Mfg. Co, 
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$12.25 List 


Bigger values than 
ever—two complete 
fan lines. You won’t 
experiment if you sell 
Signal Fans. They are 
known, tried, proven, 
and accepted —and 
backed by a_ well 
rated manufacturer. 
Complete information, 
prices, and discounts 
upon request. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 
Offices in all principal cities 


SIGNAL 





10” A.C. Ose. 

















ELECTRICAL 
WHOLESALING 


is edited to help 


salesmen 
INCREASE SALES 


Every month, articles ap- 
pear on new markets, new 
sales approaches, and 
new products, as well as 
many other subjects of 
vital interest to anyone 
interested in selling elec- 
trical products. 


Write today for 
FREE SAMPLE COPY 


Subscription—$1.00 per year | 





ELECTRICAL WHOLESALING 


330 West 42nd Street New York, N. Y. 











| PAYING RETAIL 
SALESMEN 


The problem of how to find, how to 
pay, and how to hold good retail 
salesmen is still about number one 
headache with most dealers, and most 
of the arguments concerning the retail 
salesmen still revolve around the ques- 
tion of the method of payment. 

Interesting current practice should be 
stimulated by a review of a recent sur- 
vey made by Bertrand R. Canfield, the 
sales research director of the Babson 
Institute of Business Administration. 

Findings include 1. a decided trend 
toward the salary rather than the com- 
mission basis of compensation. 53 per 
cent of merchants interviewed included 
a salary in their sales payment plan 
while 47 per cent still retain the 
straight commission basis. 2. Only 
about 10 per cent paid a drawing ac- 
count weekly applying against com- 
missions. Reasons: The D. A. ac- 
count helps the salesman on expenses 
during the first 30 to 60 days and the 
definite income frees him from worry; 
the D. A. helps the salesman pay his 
expenses during slack seasons. But the 
drawing account method is being 
dropped by most dealers. 

They find that the salesman depends 
too much on a weekly advance rather 
than on his own efforts; it also places 
the salesman in position of debtor to 
his employer; finally, merchants have 
found that salesmen grow fat under a 
substantial draw during off seasons, 
leaving later to secure larger accounts 
or higher commission rates, or from 
other merchants when the active sea- 
son opens. 


There is also a case against straight 
commissions which were popular dur- 
ing the depression. The chief objec- 
tions: Salesmen work hard when they 
want to, loaf at other times; the deal- 
er’s control over the commission sales- 
man is weak as the man working for 
himself is reluctant to accept the sug- 
gestions of his employer ; straight com- 
mission men go after the easiest orders 
which are the least profitable from the 
dealer standpoint; straight commission 
men, uncontrolled, allow excessive 
trade-ins to boost volume and earn- 
ings. Advantages of straight com- 
mission: Few methods give as great a 
stimulus to effort and accomplishment 
as straight commissions; if the sales- 
man fails to make good he takes the 
responsibility and the merchant is free 
from risk. 

Favored, and growing method, is 
the combination salary and commis- 
sion basis of compensation. Some 53 
per cent of merchants interviewed 
favored some form of this method. 
Advantages: Combination salary and 
commission insures the performance 
of missionary work in canvassing; it 
insures salesmen spending a full day 
on the job; it gives the salesman the 
sense of responsibility insofar as serv- 
ice calls, adjustments and collections 
are concerned. In addition, of course, 
with a commission added to the salary 
the same stimulus to increase earnings 
is present as under the straight com- 
mission basis. 

Some 16 per cent favored the pay- 
ment of straight salaries. Reasons: It 
frees the salesman’s mind of money 
worry, keeps him contented with a 
regular weekly income; straight salary 
gives rise to no misunderstandings re- 











CAUGHT UNAWARES 
These New Yorkers were chatting in the conference room of Bruno-New York, Inc., 
when the shutter opened and closed. Win Allen, salesman for the Radiotron Div. 
of R.C.A. rests on a table while listening to Bruno's Service Manager S. Barriette. 
Joe Dillon, with hands in pockets, sales supervisor in Manhattan, Bronx and 
Westchester, was listening to Henry Rustin at that moment. Henry contacts radio 
dealers in the Courtland St. area. 
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garding credit for sales made. Dis- 
advantages: Salesmen paid in this way 
become order takers with the assur- 
ance of a salary; they are apt to be- 
come dissatisfied when business condi- 
tions improve and demand constant in- 
creases; when increases are made in 
the sales force salaries there is diffi- 
culty in apportioning them to the 
actual selling ability of the salesmen— 
men of inferior ability or long service 
often demand and get more dough. 


NEIGHBORHOOD STORES 
ARE PROFITABLE 


When C. M. Van Malsen of Grand 
Rapids opened his first store in 1924 
he didn’t realize that he would have 
two other such stores in nearby resi- 
dential districts within ten years. He 
handles Easy, A.B.C. Norge and May- 
tag washers in addition to a line of 
other appliances and keeps eight sales- 
men working out of his three stores on 
a perpetual jump. As one of the 
secrets of his ability to make money 
in the washer business, he limits his 
sales organization to a few first-class 
men who are in a position to make 
decent incomes out of commission and 
bonus basis. 

Advertising, of course, helps to get 
people in and service calls provide 
valuable names for the prospect list 
but Mr. Van Malsen is of the opinion 
that his three stores in and around 
Grand Rapids have done the job in 
attracting attention to his washers. 


ELECTRIC KITCHENS 


There has been a good deal of elec- 
trical excitement in Los Angeles re- 
cently with the arrival of Boulder Dam 
power for the city. One of the local 
department stores, the May Company, 
got ready for it by installing complete 
new electrical department in which 
complete electric kitchens have a place. 
They announced the opening of the 
department in full page space in the 
local newspaper. In addition, sales 
training meetings are held for the 
entire sales personnel every week. 


Correction 


We regret that the captions of two 
photographs were “switched” in the 
April issue. The captions involved 
were titled, “Season’s Here” and 
“Covering New York”. The gentle- 
man opening the Norge door is “Bill” 
Terrance, not William Wachsmuth, 
Mr. Wachsmuth is the fellow holding 
a sheet of paper. 
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NEW FANS FOR 1937 


RIBBONAIRE 





JUNIOR LINE 


| 


} 
<= — 


QUIET 
OSCILLATING FANS 


| 
| - 


AIR CIRCULATORS 


Be certain to get your full share of 1937 fan business. You 
can do it with this year’s line of Diehl Fans. New models 
and advanced features offer a wider selection than ever 
before, and set new standards for saleability, beauty and 
performance. Added to this, is a series of sales helps 
unmatched for completeness and effectiveness as business 
builders. 


Included in the fan line are the Ribbonaire; “Junior” 
Models in 8-in. Non-Oscillating, 9 and 12-in. Oscillating: 
Standard Models in 10, 12 and 16-in. Oscillating, 10 and 
12-in. Non-Oscillating: 10, 12 and 16-in. Quiet Osciliating 
Fans; Air Circulators in 20 to 30-in. sizes: 36 and 52-in. 
Ceiling Fans; Home Ventilating Fans, 9 and 10-in., in 
adjustable panel and wall cabinet models; 9, 12 and 16-in. 
Ventilating Fans. All are illustrated and described fully 


in Diehl Fan Catalog No. 48. 


Special New Air Circulator Bulletin is also available. 
Write for your copies to Diehl Manufacturing Company, 
Electrical Division of The Singer Manufacturing Company, 
Elizabethport, New Jersey. 























@ Springtime means housecleaning to every 
American Housewife... Housecleaning that 
requires the best in cleaning equipment to elimi- 
nate all of winter’s collected dust and dirt in the 
easiest and most thorough manner. Thousands of 
housewives are unprepared for this tedious spring- 
time task, and are, of necessity, in the market for 
cleaning equipment that will solve their problems. 


Premier offers to these housewives, the best avail- 
able in vacuum cleaning equipment at lowest 
possible cost. The checkered bag .. . that for years 
has identified Premiers as the symbol of vacuum 
cleaner excellency, today identifies Premier as the 


vacuum cleaner that is superior in the three vital 
parts of vacuum cleaner design. 


Premier’s “Magic Heart Motor,” “Poro Nap 
Bag,” and “Vibra Sweep Double Brush,”’ guar- 
antees the American Housewife a vacuum cleaner 
that has greater suction, doubly cleans and pro- 
vides dustless cleaning. 


Premier offers to the Electrical Appliance Dealer 
a complete line of high quality cleaners that are 
priced right and will bring real profits. 


The time is here... Premier is ready to cash 
in...order your Premier Cleaners today and 
get your share of Premier Sales and Profit. 


ELECTRIC VACUUM CLEANER COMPANY e CLEVELAND, OHIO 
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Model-147 


Model-34 


PREMIER DIVISION 
ELECTRIC VACUUM CLEANER CO, ¢ Cleveland, Obio 


Please send complete information on Premier Vacuum 
Cleaners to me. 


Signed. 
Street 








City 
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Index of Business Activity 
in the 


Electrical Wholesaling Trade 
(January, 1935 —100) 
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Net Sales Inventories | Receivables | Collections 
TERRITORIES Month of MARCH, Compared with 
Feb.,1937|Mar.1936/Feb.,193 7|Mar.,1936|Feb.193 7 |Mar.,1936 |Feb.,193 7 |Mar,1936 

North Atlantic +24 | +63 +5 +60 +13 +42 +47 +57 
Middle Western +31 + 78 +11 +146 +10 +70 +30 +74 
Southern +39 | +35 +14 +83 +22 +49 +34 +59 
Western +27 | +2 +25 +46 +57 +29 +27 +19 
Pacific Coast +44 +24 +40 +66 +19 +14 +14 +10 
_NATIONAL AVERAGE +31 +52 12 +87 +14 +45 +23 +48 
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A PAUSE for Murray Geffner and 
“Bill” LaFave of the 42nd St. house 
of Hobb Electrical Supply Corp., Neu 
York City. The boys were unloading 
quite a load of pipe and “BX” when 
the photographer appeared on the scene. 


Apparently the load didn’t impress 
Stockman LaFave much for he stated, 
"You should have been around a couple 
of weeks ago when we really had a 
load to carry in.” 





P. A. AND ESTIMATOR. Harry W’. 
Bragg has charge of purchasing for the 
Baitinger Electric Co., New York City, 
and John M. Baitinger is the gentle- 
man who handles estimating for that 
firm. John must have been having his 
problems that day judging from the 
serious expression. 
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TRENDS [n COMMODITIES 





A monthly review of sales opportunities 


and market trends in various commodities. 





Fans 


Here it is May again and that means 
a fan sales-talk on every call. Robert 
Ripley could well publicize “the most 
forgettingest man in the country”. 
Surely that man would be the one who 
forgot the heat of last July and what it 
meant to the fan industry. 

Even “America’s Air-Conditioned 
City”, Duluth, was sweltering in the 
midst of a record-breaking hot spell. 
Wholesalers and dealers of that far 
northern city were phoning, wiring and 
pleading for fans to meet the demand. 

A few years ago some people were 
wondering what was to happen to the 
fan business. The depression was on; 
air conditioning was attracting well de- 
served attention and the fan manufac- 
turers weren’t introducing anything 
much different from what had been 
available for years previous. . 

That condition is now history. It is 
true that air conditioning has made ad- 
mirable gains, but hasn’t impaired the 
market for fans. Money flows freely 
again and the fan manufacturers have 
“taken the bull by its horns”. 

Here’s how they have done it. They 





IES Lamps 


IES lamps are rapidly getting into 
the big volume class. A recent cam- 
paign on this item in the New York 
market area was so successful that it is 
going to be followed by another of even 
larger proportions. The lamps will be 
sold through retail dealers and distribu- 
tion will be handled through whole- 
salers exclusively. Elaborate merchan- 
dising and sales helps plus extensive 





Signaling Equipment 


It isn’t necessary to quiz a bearded 
economist to learn that industry is hav- 
ing its problems. Wages and material 
costs are up, but keen competition pre- 
vents industrialists from kicking their 
prices at too fast a clip. Their only 
“out” is to increase production and 
efficiency. 

They are waiting for sound methods 


beautified the appearance of table type 
models and increased efficeincy. Blades 
were developed to move more air faster ; 
motors now run more quietly. The in- 
troduction of the pedestal type fan was 
well received, for it met the demands of 
those people who found it difficult to 
locate table fans in their homes. Some 
manufacturers have realized a large 
volume with rubber-blade models. 

Last year, retailers sold more than 
$17,000,000 worth of fans. Add to this 
the sale of air circulators to the tune of 
a million dollars and this is real money. 
These figures represented a 250 per cent 
increase over 1932, a 45 per cent in- 
crease over ’35. 

Wholesalers’ salesmen are by no 
means restricted to residential equip- 
ment. The market for large (20 to 30 
inch) air circulators has been scarcely 
scratched. Offices, stores, industrial 
plants and community buildings form 
an impressive market for the man look- 
ing for air circulator prospects. 

It is finally dawning on the public 
that it is no longer necessary for them 
to be too uncomfortable during hot 
spells—they’re going to buy thousands 
of fans during the next few months. 


advertising will help to make this effort 
successful, 

Reports from the Rocky Mountain 
Electrical Association show that sales 
for 1936 exceeded the budget figure 
of 25,000 by more than 20 per cent. 
Other districts are having similar ex- 
periences. The years of promotional 
and selling effort that have been put 
behind this item are beginning to bear 
large and abundant fruit. The market 
is ripe for plucking. 


to speed up production and the wise 
electrical salesman will show them how 
intercommunicating systems can influ- 
ence production. 

The wholesaler’s salesman who is able 
to go through industrial plants will en- 
counter many prospects for phone sys- 
tems, warning signals, sirens and paging 
outfits. After all, when the boss leaves 
his office and wanders through the plant, 
chances are he'll have a phone call or a 
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to make home runs, too 












@ To the jobber and his salesmen, follow- "through may mean the 
difference between a “single” and a “home run.’ 

That’s why you will find an aggressive *ELECTRUNITE Steeltubes 
advertising campaign in architectural and contracting publications. 
Steel and Tubes follows through by presenting to the architect 
and contractor the advantages of this pioneer electrical metallic 
tubing that costs no more than imitation brands — helps you to 
build up your “score” on the profit board. 

A low-cost “ pull-in- pull-out” raceway — a consistent adver- 
tising campaign — and a corps of Steel and Tubes field men ready 
to work with you — make a “triple-play” combination that helps 
you to “put out” competition. Write for complete information. 


ELECTRICALLY 











° WELBEB- 





Steel and Tubes. 


CLEVELAND . -. OHIO 
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NOW WHOLESALING. Meyer Rut- 
kin (right) head of the Rutkin Elec- 
trical Supply Co., Newark, is one of 
Newark’s “old timers.” One day back 
in 1899 he announced that he was in 
the electrical game. Has been in it ever 
since, most of the time as a contracto;. 
His son, Myron, is bis right hand man 
in the wholesaling organization. 


PARTNERS AND OWNERS of the 
U. S. Electric Supply Co., New York 
City are Jack Tucker and Phil Meyer- 
son. These men have done a might) 
good job since they opened their house 
back in ’26. This month the firm 15 
moving into larger, fancier and more 
efficient quarters in an adjoining build- 
ing. They double their floor space with 
the space extending from Warren to 
Murray St. 
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visitor and must be reached in a hurry. 
A signaling system takes care of that. 

Many plants now have antiquated sys- 
tems that should be modernized. Is that 
signal system in the shop loud enough? 
Don’t the girls in the office ever com- 
plain about those loud bells? 

The market for signaling equipment 





Lighting 


A recent survey in a women’s spe- 
cialty shop in Ashland, Ohio revealed 
that good lighting in the show window 
could stop 45 per cent more people in 
front of the store. In Ashtabula, Ohio, 
better lighting in a department store 
increased traffic to the men’s wear de- 
partment by 111 per cent and a spot- 
light on a rack of $1.50 neckties helped 
to sell 46 of them in three weeks, out- 
selling all cheaper ties. Improved light- 
ing in a Cleveland office, especially de- 
signed for the particular tabulatine 
work being done increased the ef- 
ficiency 58 per cent and dcreased 
errors 68 per cent. Improved lighting 
in a Cambridge, Mass., school room 
helped the children to make a gain in 
improvement of 28 per cent in reading 
and 10 per cent in general achievement, 
over students in a room with average 
lighting. 

These are some of the examples of 
what better lighting can do and how it 
is being accepted in various fields. And 
every installation means new and re- 
placement sales for more and bigger 
lamps. Recent developments in lamps 
provide other reasons why the whole- 
saler’s salesmen should be enthusiastic 





Electric Tools 


Portable electric tools are moving 
these days. With production in high 
gear, industry is in the market for elec- 
tric drills, grinders, buffers, screw- 
drivers, reamers and so forth. And 
furthermore, the industrial plant is the 
place to sell quality tools. 

A price condition that was present 
in 1936 has been corrected enabling 
wholesalers and their salesmen to make 
a better margin on large orders. The 





IES Lamps 


The sale of 1,500 I.E.S. study lamps 
to Annapolis cracked the school market 
and paved the way for the sale of thou- 
sands of units to other educational in- 
stitutions. 

In a new dormitory at Georgia Tech, 
300 such lamps are in the student rooms. 
The gals who live in the woman’s 
dormitory at the University of Wash- 
ington are benefitting from this type of 
lighting for, not long ago, 200 lamps 
were obtained. 
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isn’t limited to the industrial field. Now 
exaggerated reports have it that one- 
half million homes will be erected this 
year and each of them will require sig- 
naling devices. Bells, buzzers, chimes, 
annunciators, telephones, paging equip- 
ment and push buttons are installed 
daily by electrical contractors. 


about the lamp business. A few of 
these are: 

Mercury lamps—they have important 
selling advantages for many industrial 
applications. In combination with 
Mazda lamps they can also be recom- 
mended for many commercial applica- 
tions, They increase lighting efficiency 
for the customer and bring desirable 
equipment and replacement business for 
the wholesaler. 

Silvered Bow! lamps—for efficient in- 
direct lighting in’ stores, offices, fac- 
tories and the home. They permit mod- 
ern styling of new fixtures in keeping 
with architectural treatments and offer 
the opportunity for increased lamp and 
fixture business. 

New 300-watt lamp—Mazda lamp 
manufacturers have recently announced 
a 300-watt lamp with regular medium 
screw base, listing for only 60 cents. 
It is designed for use in stores and 
offices to increase the illumination from 
many indirect and semi-indirect fix- 
tures now using 200-watt lamps. 

Lumiline lamps—Not so new any- 
more, but the market for them is just 
beginning to open. Additional applica- 
tions continually spring up in the home, 
and in stores, offices, restaurants, hotels, 
public buildings, etc. 


Electric Tool Institute, recently founded 
by a group of tool manufacturers, will 
be invaluable as a source of statistics, 
sales and promotional helps to aid the 
salesman in performing a good selling 
job. 

Hardware, electrical and department 
stores form good markets for drills, 
too. It is surprising to learn of the 
number of consumers buying electric 
tools for use in “puttering” in the base- 
ment. These three classes of retail out- 
lets sell these consumers, 


An electrical salesman recently con- 
ferred with the purchasing department 
of the University of Idaho and walked 
off with an order for 100 lamps for use 
in the men’s dormitory. Another sales- 
man récently convinced the “brass hats” 
of Coker College, Hartsville, S. C., that 
I.E.S. lamps would benefit the students. 
Today each room contains this lighting 
equipment. Columbia University uses 
both table and wall types. ree 

These are just a few case examples 
of the job electrical salesmen have done 
in selling schools I.E.S. lighting. 
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“American Blower 


Sales Plans Help 





The new Ventura Ventilating Fan 


The Famous Sirocco Utility Blower 





AMERICAN BLOWER 


Division of American Radiator and Standard Sanitary Corporation 


DETROIT, MICHIGAN 





6000 RUSSELL STREET 


PR TLR 
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MAKE MONEY,” ~ 


Electrical Contractors Say 


The American Blower line of electric 
ventilating equipment is the most 
complete in the industry. It is backed 
by years of experience and time proved 
in many thousands of installations of 
every type and description. It is sold 
nationally and supported by an exten- 
sive advertising program running in 
national magazines, trade journals, 





business publications, etc., in addition 
to a widespread direct mail advertis- 
ing campaign to consumers. Write 
today for your copy of our new com- 
pact sales plan — tells you where and 
how to sell electric ventilation and 
how to tie in with our great national 
advertising activity. 


AMERICAN BLOWER CORPORATION 
6000 Russell St., Detroit, Mich. 


Name 


Gentlemen: 
Please send copy of your 1937 sales plans to: 





Street and Number 








ASSOCIATION ACTIVITIES 








A SELLER AND BUYER are both 
necessary for a business transaction, but 
what are they going to do when they're 
with the same firm? E. ]. Dusel is on 
the selling force of E. B. Latham & Co., 
New York City and Victor Rinhard 
handles the purchasing for the organiza- 
tion. 


ABOUT TO BEGIN. No, we’re wrong 
because the photographer has to finish 
before the waiters can bring on the 
food. On March 19, John L. Popkin, 
head of The Electric Supply Co., Grand 
Rapids, Mich., played the genial host 
to his employees at the Penninsular 
Club. That night J. G. McAllister of 
Chicago Flexible Shaft Co. presented 
a motion picture showing his firm's 
line. The camera faced Thad Milan, 
Richard Heidenga, Morton L. Reed, 
Ruth Ostrom, Simon C. DeVos, John 
L. Popkin, Alice Donker, J. G. Me- 
Allister, Elizabeth Sage, E. S. Neis- 
wonder, Ann McGuire, Amel Johnson, 
George McEachron and Gerritt Van 
Leur. 


Excelsior Springs Meeting 
Draws Record Attendance 


The first joint meeting of the Lake 
Michigan and Missouri River Valley 
Clubs since 1931, was held at Excel- 
sior Springs April 29 and 30. The first 
session was devoted to reports from the 
golf committee, discussion of the pres- 
ent conduit and rubber-covered wire sit- 
uation, and consideration of wholesal- 
ers’ operating costs, taxes and pfofits. 
After lunch, the members adjourned to 
the golf course for the beginning of the 
tournament. 

The program for the following day 
was devoted to a discussion by Dr. S. G. 
Hibben, Westinghouse Lamp Co., of the 
new Handbook of Interior Wiring De- 
sign, and the benefits which wholesalers 
may derive from its use. Other sub- 
jects which received attention were wir- 
ing devices, commercial lighting, Mazda 
lamps, safety switches and fans. The 
golf tournament continued during the 
afternoon. 

A separate program was provided for 
the ladies by F. M. Bernardin, chair- 
man of the ladies’ entertainment com- 
mittee. 

The meeting was under the chairman- 
ship of H. D. Roseth, and committee 
members were A. J. McGivern, W. S. 
Blue and Charles Dubsky. Advisory 
committee members were J. A. Jaques, 
W. A. Stacey, E. M. Kearns, A. H. 
Kahn, F. R. Ejiseman and O. E. 
Frankenbush. 


Clendenen New Manager 


Of Ben Franklin Club 


Charles B. Clendenen, Pacific Coast 
district manager of the National Carbon 
Co., has been elected president of the 
Ben Franklin Electric Club of northern 
California for the coming year. He 
succeeds W. W. Glosser, vice-president 
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in charge of Pacific Coast operations of 
Hubbard & Co. 

Other officers of the club, which was 
organized in 1936 to promote closer 


relations between wholesalers and 
manufacturers in northern California, 
include H. H. Benfield, Steel & Tubes, 
Inc., first vice-president ; S. B. Gregory, 
Arrow Electric Division of Arrow-Hart 
& Hegeman, second vice-president, and 
H. Q. Noack, Hubbard & Co., secre- 
tary-treasurer. The board of directors 
is composed of A. W. Rockwell, Apple- 
ton Electric Co., L. Siebert, Trumbull 
Electrical Mfg. Co., H. J. Newton, Na- 
tional Electric Products Co., R. B. 
Peterson, Garnett Young & Co. and W. 
W. Glosser, the retiring president. 


Western Leagues Merge 


The Rocky Mountain Electrical Asso- 
ciation and the Electrical League of 
Colorado have been consolidated as the 
Rocky Mountain Electrical League. 
Guy W. Faller, president of the former 
Rocky Mountain Electrical Association, 
is president of the new League and Gay- 
lord B. Buck is chairman of the sales 
and promotional section. 


New Members Of EEWA 


Since the first of the year 14 whole- 
salers, located within the metropolitan 
New York area have become members 
of the Eastern Electrical Wholesalers 
Association. 

Those located in New York City in- 


_ clude: the Luralite Corp. ; Irving Gross- 


man; Smart Electric Supply Co.; 
Strand Electric Supply Co.; Chase Elec- 
tric Supply Co.; Gershoff Electric Sup- 
ply Co.; A, Shemel Electric Supply Co. ; 
Redolier Corp.; American Lighting Fix- 
ture Co. and Central Electric Supply 
Co. 

Long Island and New Jersey whole- 
salers who have recently become mem- 
bers are Central Queens Electric .& 
Lighting Fixture Corp., Jamaica; Jewel 
Electric Supply Co., Jersey City; Jersey 
State Electric Supply Co., Elizabeth, 
and Premier Brass & Electric Co., 
Jamaica. 

The association’s annual dinner, en- 
tertainment and dance was held in the 
Grand Ball Room of the Hotel Astor 
on May 1. 


RMA Convention Planned 


Final arrangements for the 13th an- 
nual RMA Convention, to pe held at 
Chicago, June 8 to 9, were completed 
at a meeting of the directors in April. 
A big industry banquet in the Grand 
Ball Room of the Stevens Hotel is a 
highlight of the program. The RMA 
Convention will immediately precede the 
opening of the radio parts manufacturers 
National Trade Show at the Stevens. 
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mean profit 
for you! 


Illumination in industry is going up. In 
ever-increasing numbers there is a growing 
appreciation that better light means better 
sight and better, more efficient production. 
Make this definite trend to better lighting 
mean profit for you by pushing Type H 
General Electric Mercury Lamps. 

This modern light source provides from 
60 to 140% greater efficiency than other 
corresponding light sources. This added light 
per watt lowers sales resistance. Where a 
psychologically cool, white light is desired 
it may be obtained by combining mercury 
and incandescent lamps. Many conven- 
tional type luminaires for this purpose are 
now on the market. 

There’s profit for you not only in new 
business but in the steadily-increasing in- 
come from replacement sales which you can 
build. Write for complete details. 

Order your auxiliary devices which were de- 
signed especially for these lamps from the 
General Electric Vapor Lamp Company. Order 


the lamps from any of the seventeen Sales Divi- 
sions of the Incandescent Lamp Department. 


GENERAL @ ELECTRIC 


810H 
General Electric Vapor Lamp Co. Incandescent Lamp Department 
891 Adams St., Hoboken, N. J. Dept. 165, Nela Park, Cleveland, O. 
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HERE THEY ARE. You'll have to 
ask J. E. Reaney what caused the sur- 
prised look for the camera will never 
tell. H. Hackert is the gentleman with 
his thumbs in the vest pockets and M. 
Blumstein is the gentleman nearest the 
catalogue file. B. Roth wants it known 
that he wasn’t on a sit-down strike. 
All the boys are with Crannell, Nugent 
& Kranzer, Inc., New York City. 





MANAGER. Herman Solomon is the 
fellow who receives the glory or the 
kicks for the 42nd St. branch of the 


Hobb Electrical Supply Corp., New 
York City. The boys of that house jhave 
been plenty busy lately lugging in\new 
stocks. The job doesn’t end there, 
though, for the salesmen continually 
fire in mare orders. so out goes the 
stock again. 


$2 








Electrical Gift Month 
Planned for June 


An electrical gift month in June, to 
take advantage of the June wedding 
market, is announced by the Edison 
Electric Institute. First step in the 
national sales campaign is a 12 page 
book, explaining the program in detail 
and describing the promotional material 
which will be available. Twelve promi- 
nent manufacturers of electrical appli- 
ances are cooperating with the Institute 
in this program for electrical gift month. 


New Association Planned for 
All Wholesale Trades 


Last month the managing directors 
of eight prominent national wholesale 
associations, including NEWA, met in 
New York City to consider the advis- 
ability of forming a new organization 
covering all wholesaling trades. The 
meeting was sponsored by the Motor 
and Equipment Wholesalers Associa- 
tion. 

While it was recognized that each 
industry is confronted with problems 
peculiar to itself, at the same time it 
was felt that activities of this proposed 
Association on broad general lines 
would prove of real advantage to the 
individual associations in the group 
and to the wholesale trade as a whole. 
Some of the activities of the organiza- 
tion may include: 

1. Interchange of information as 
to the activities of the several associa- 
tions. 

2. Exchange of ideas and informa- 
tion on trends affecting wholesale dis- 
tribution of facts which will empha- 
size wholesaler-manufacturer relation- 
ships. 

3. The compilation and general dis- 


tribution of facts which will empha- 
size the importance of wholesaling in 
our national economic crisis. 

Flint Garrison, director-general of 
the Wholesale Dry Goods Institute, 
which has endorsed the new association 
explained its purposes as being “to 
defend and promote the position of 
wholesaling in the scheme of distribu- 
tion, and to combat fallacious propa- 
ganda adversely affecting wholesaling.” 

Another meeting will be held at an 
early date to create a formal organiza- 
tion. All important wholesale organ- 
izations in the United States will be 
invited to this meeting. 


New NEMA Standards 


The National Electrical Manufac- 
turers Association announces the release 
of three new standards. The first con- 
cerns the manufacture and test of at- 
tachment plugs; the others cover oil 
circuit breaker standards, and power 
switchboard standards. Copies of all 
three publications may be obtained from 
NEMA, 155 East 44th St., New York 
City, at 25 cents for the plug standard, 
and 90 cents and $1.10 for the other 


two. 


Canadian Wholesalers Set 
Margins on Refrigerators 


Negotiations between the executive 
of the Radio and Electric Home Appli- 
ance Dealers’ Division of the Retail 
Merchants’ Association at Vancouver 
and McLennan, McFeely & Prior Ltd., 
have now been satisfactorily com- 
pleted in connection with refrigeration 
price margins. As a result of these 
negotiations, the Vancouver retail dis- 
tributors have been assured of a larger 
commission than was at first anticipated 
on specials in the Frigidaire line 
handled by the McLennan firm. It 
is stated that the negotiations which 
have been successfully completed mean 
a very material added profit to retailers 
handling this line, and enthusiastic ap- 
preciation of the prompt action of Mc- 
Lennan, McFeely & Prior in conforming 
to the request of the Radio and Electric 
Home Appliance Dealers’ Division was 
recently expressed by George R. 
Matthews, secretary of the B. C. Board 
of RMA. 


IAEI Fall Convention 


The annual meeting of the eastern 
section of the International Association 
of Electrical Inspectors will be held in 
Hartford, Conn., September 27 to 30. 
Joseph P. Rohan, chief electrical in- 
spector in the Hartford Building De- 
partment is general chairman. The 
meeting will be held at the Hotel Bond. 
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THOUSANDS OF 
LIGHTING PROBLEMS 
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NEW FOSTORIA Lacebite IN BIG DEMAND EVERYWHERE 


Solves Universal Need for Engineered High Intensity Localized Lighting Equipment 


Few are the plants, today, that do not have many needs for new 
or improved localized high intensity light installations. The right THESE AND MANY MORE 
equipment — engineered to modern requirements — has a PROMINENT CONCERNS HAVE - 
tremendous sales potential. The new Fostoria Localite answers INSTALLED FOSTORIA LOCALITES 
the need. Engineered in every detail from super-efficient 
supporting arms to modern designed reflectors, the Fostoria @ THE STROUSE ADLER CO 
Localite is already a leading feature of many lighting equipment 
wholesalers. It is setting a new high pace for localized lighting 
installations . . . Do not delay longer. Get full information about LEECE-NEVILLE CO. 
this fine new business and profit opportunity at once. Share in 
the rapidly increasing demand for Localite equipment. 

SEND FOR DESCRIPTIVE BROCHURE 


with complete information on Localite 
merchandising. 


Read 


INGERSOLL-RAND CO 


DELCO RADIO CORP 


AMERICAN SEWING MACHINE CO 





INTERNATIONAL SHOE CO 


INGHOUSE ELEC. & MFG. CO 


COMPANY 


TT & WHITNEY CO 


IN MFG. CO 





THE FOSTORIA PRESSED STEEL CORP. 
FOSTORIA - OHIO 
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News From THE FIELD 








HAPPY DAYS are here again, if the 
smiles of Ben Golden and Ray Powell 
are a criterion. Ben keeps the salesmen 
of Eastern Electrical Supply Co., 
Newark, on their toes and Ray is one of 
that group that listens to Ben's ovations 
on “The Whys And Wherefores Of 
Selling.” 


CHEERFUL OWNERS are Charles E. 
Manning (right) and Anthony, J. Cor- 
rado. These gentlemen are ‘the bosses 
of the recently organized firm of Man- 
ning-Corrado, Inc., New York City. 
Both were with Baitinger Electric of 
that city before opening their own 
wholesale house. “Charlie had spent 
11 years with the firm as purchasing 
agent and “Tony’ had been on the 
sales force for two years. 


Manning & Corrado. 
Organize New Firm 


Manning-Corrado, Inc., 42 Warren 
St., New York City, is a new wholesal- 
ing firm recently formed by Chas. E. 
Manning, for the past 11 years purchas- 
ing agent of the Baitinger Electric Co., 
and Thos, Corrado, also a former mem- 
ber of the Baitinger outfit. 

Manning has aiso been connected with 
Crannell, Nugent & Kranzer and E. B. 
Latham & Co., while Corrado spent 10 
years with the Oceanic Electrical Sup- 
ply Co. 

The new firm will serve principally 
the industrial and marine trade. 


Changes by Westinghouse Supply 
In Eastern District 


The Albany house of the Westing- 
house Electric Supply Co. moved on 
March 20 to new quarters at 454 N. 
Pearl St. 

In Rochester, H. J. Lavner resigned 
as manager of the branch, and was 
replaced by D. J. Byrne. C. L. Cogs- 
well replaced Mr. Byrne in his former 
position as manager of the Utica house. 


Thomson-Diggs Builds 
New Addition 


A new concrete and steel addition to 
the main building has been added by 
Thomson-Diggs Co., Sacramento, Cal. 
The new building has two stories and 
all shelf merchandise has been moved 
to the main floor of the new section. 
It is expected that the new arrange- 
ment will speed up delivery service. To 
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further this end, the city sales depart- 
ment has been enlarged to five times its 
former size. 

The office is being completely refin- 
ished, with light paint covering the old 
dark varnished woodwork. New light- 
ing fixtures will be installed. The es- 
tablishment now occupies an area of 
approximately 50,000 square feet. 


New Headquarters Building for 
General Electric Supply Corp. 


Because increased activity in all home 
appliance lines has made expansion 
necessary, the home laundry manufac- 
turing, warehousing, and commercial 
divisions of the General Electric Co. at 
Bridgeport have been moved into a 
separate building group, recently ac- 
quired from the Remington Arms Co. 
The new unit consists of six buildings 
comprising 250,000 square feet of space. 
It will also house warehousing facilities 
for other lines and will constitute the 
headquarters for the General Electric 
Supply Corp. The buildings are located 
directly across the street from the pres- 
ent Bridgeport works. Activities of the 
wire and cable division will occupy the 
space formerly used by the home laun- 
dry division. 


McKew Parr Takes a Trip 
To Old Amsterdam 


Featuring “Old Amsterdam visited by 
a New Amsterdammer,” the recent issue 
of “Parr-a-graphs,” put out by the Parr 
Electric Co., Brooklyn, contains a day- 
by-day story of McKew Parr’s latest 
trip to Holland. The booklet, in addi- 
tion to listing the lines handled by this 
wholesaler, contains many pictures of 
scenes in the ancient city, old land- 
marks, and numerous items of interest 
about the country. A section at the back 
of the book is devoted to pictures and 
stories of the Brooklyn waterfront, 
where the Parr warehouse is located. 


McCarthy Bros. and Ford 
Adds RCA Line 


Karr Parker, president of McCarthy 
Bros. & Ford, Buffalo wholesaler, an- 
nounces the appointment of his firm 
as exclusive wholesale distributor for 
RCA products, including RCA Victor 
radios, phonographs, tubes, parts and 
accessories, and commercial sound 
equipment. H. P. Fillmore, of Buffalo, 
has been made manager of the newly 
formed radio division. Mr. Fillmore 
has been selling RCA products since he 
started in the radio industry in 1922 
in Chicago. 
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...+ THAT ADDS YEARS OF USEFUL LIFE TO: 


See how it works! 







@The exclusive Westinghouse Diamond-Pointed Break Jaw and 
Extended Blade insure 100% contact. While this design does not 
pretend to do away with beading, it confines the bead to parts of the 
blade and jaw which are not in contact when the switch is closed. 


In 575 and 600-volt switches, further protection is supplied by the 
famous Westinghouse “‘De-ion’”’ arc quencher, which confines, divides 
and extinguishes the arc instantaneously. It prevents flashover and 
damage to contact parts. 


A quick comparison will show clearly why Westinghouse switches 
will give you more years of efficient, trouble-free service. Mainte- 
nance is cut to a minimum by the use of one-piece or milled-and-ground 


. copper parts and one-piece non-carbonizing composition bases. 
The diamond-pointed break jaw of a Westing- 


house Safety Switch is set to meet the extended 7 Me i i 

ao eo Se A Switch for Every Purpose All sizes and ratings, Types A, C 
renga a centered at these points, and the bead and D. Call your local Westinghouse Office. 

is confined to their immediate area. This area : . H ; 

falls entirely outside of the contact surfaces Westinghouse Electric & Manufacturing Co., East P ittsburgh, Pa. 
when the switch is closed, insuring complete J 20299 


union between blade and jaw, unaffected by 
time and usage. 





a) 
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ManuracrTurers’ News 








SAFETY SWITCHES are mighty im- 
portant items in the daily life of Albert 
F. Selnack for Al's job is to praise 
highly the products of BullDog Elec- 
tric Products Co. to the wholesalers of 
metropolitan New York. Al knows the 
lingo of wholesalers and their inaus- 
trial customers because he spent 11 
years as a member of Baitinger’s out- 
side sales force before joining BullDog. 


DRAMATIZING PAYS says A. L. 
Atkinson, manager of vacuum cleaner 
sales for General Electric. The idea 
of the device is to show that the cleaner 
is able to “lift itself by the Dootstraps.” 
Mr. Atkinson's enthusiasm for the out- 
fit shouldn't prove unfounded for every- 
one enjoys the “unusual.” 
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Ilg Celebrates 30 Years 
In Business 


At an anniversary dinner, attended by 
over 400 officers, and employees of the 
lig Electric Ventilating Co., the 30th 
year of the company’s incorporation 
was marked. Also commemorating this 
anniversary, the latest issue of “Ilgair 
Currents”, company house organ, con- 
tains brief messages from company off- 
cials, and pictures of many employees. 


Edwards Moves to Norwalk 


Edwards & Co., formerly located at 
140th & Exterior Sts., New York City, 
has moved the executive offices and 
manufacturing to a completely new 
plant at Norwalk, Conn. Equipped with 
the latest developments in new ma- 
chinery, it will be the largest plant in 
the world devoted entirely to manufac- 
turing of electric signaling devices. 

The New York district sales offices 
will be located at 79 Madison Ave. A 
complete stock will be warehoused at 
this address for the metropolitan dis- 
trict. 


Plymouth Billboard Campaign 
Will Support Wholesalers 


“Distribution Through Legitimate 
Wholesalers Means Service and Econ- 
omy” is the theme of a campaign of ad- 
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vertising through billboards in major 
cities inaugurated by the Plymouth Rub- 
ber Co. According to Walter Bieringer, 
vice-president, the particular emphasis 
of the campaign will be to make “every- 
one conscious of the fact that the whole- 
saler has a definite place in the com- 


munity of business economics.” It is 
believed that this is the first time in 
history that a friction tape has been ad- 
vertised by means of billboards. The 
campaign opened April 15 in Philadel- 
phia, and will follow in Boston, Detroit. 
Cleveland, Chicago and New York. 


Trumbull Sales Changes 


C. E. Burt has been transferred from 
the Plainville factory of the Trumbull 
Electric Mfg. Co., to replace E. E, Frost 
at the Boston sales office. Frost has 
been changed to Nashville, Tenn. In 
Chicago, P. H. Kramer has been ap- 
pointed salesman to take the place of 
G. T. Meyers, now located in St. Louis. 
S. B. Storer, of St. Louis, moves to the 
Ludlow factory office; C. D. Wiseman 
has been transferred from Dallas to 
Kansas City, and W. V. Fisk has been 
appointed Texas representative with 
headquarters in Houston. 


Additional Factory For Solar 


The Solar Mfg. Corp., New York 
City, has leased an additional factory in 
Bayonne, N. J. The departments for 
making electrolytic condensers will be 
moved immediately. This new factory 
adds approximately 75,000 feet of floor 
space to the Solar plant capacity, and 
is equipped with a power plant for gen- 
eration of steam and electricity. Offices 
and other production departments will 
continue at the old address, 599 Broad- 
way, New York City. 


Applegate Joins Ideal 


I. D. Applegate, formerly with West- 
inghouse Electric & Mfg. Co., East 
Pittsburgh, has joined the staff of the 
Ideal Commutator Dresser Co., Syca- 
more, Ill. He will be in charge of 
engineering, design and development of 
automatic voltage, current and speed 
regulators. This line was recently ac- 
quired by Ideal through the purchase 
of the Marshall Electric Co., of Elkhart, 
Ind. ° 


Eagle Enlarges Quarters 


The Eagle Electric Mfg. Co., Chi- 
cago, has increased the office and ware- 
house facilities of the firm, by moving 
to larger quarters. The new Chicago 
address is 627 W. Jackson Blvd. 
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FREE AN EXTRA SALESMAN 
WITH EVERY MOTOR 





OULD you like to add to your 
sales force— right now, when ap- 
pliance curves are going upward fast— 
without adding one cent to your payroll? 





When the appliances you sell are 
equipped with General Electric motors, 
you get these extra salesmen to help 





you sell. 


How do they help you sell? Like this: 
Mr. and Mrs. Appliance-minded Amer- 
ica are purchasing high-quality mer- 
chandise. They are judging the quality 
of an electric appliance not only by the 
reputation of the appliance as a unit, 
but also by the reputation of its various 
parts. A well-known name on the motor 
gives the appliance you sell additional 
acceptance—is the extra salesman who 


b 


helps you sell. 


Impartial surveys, like that below, show 
that the public associates General Electric with high-quality 


products. Thus, with G-E motors on them, the appliances you ADDITIONAL POINTS 
sell have a reputation for high quality throughout—electrically THAT HELP YOU SELL 
as well as mechanically. General Electric, Dept. 6B-201, 

Seheneetney N. bid ms Cast-aluminum Rotor— 





cannot become open-circuited or burn out; an indestructible 
one-piece pressure casting with no soldered or welded joints to 
throw solder. 


Quietness— 


that comes from springy live-rubber mounting, end-play 
silencers, and a carefully balanced design. 


Protected Windings— 


the result of an exclusively General Electric treatment that 
thoroughly bonds the windings and makes them resistant to 
oil, moisture, and vibration. 


070-182 


ENERAL & ELECTRIC 
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THERE TO SEE. An exhibit of indus- 
trial products for industry has. been 
opened in the General Electric Build- 
ing, New York City, bringing together, 
in 7,000 sq. ft. of floor space, a com- 
plete line of representative products of 
G. E. and its affiliates. In this exhibi- 
tion room, much of the equipment is in 
operation, including three arc welding 
sets installed in the welding room. 
Adjoining the main hall is a conference 
room, provided with tables and chairs 
for holding lectures and showing mo- 
tion pictures. 


\ 
AI THE COUNTER of G & G Elec- 
tric Supply Co., New York City we 
find four members of that organization. 
Gabriel Soffer, right, is president. To 
his right is Jacob Soffer, treasurer. At 
the rear stands Fred Wagner, and the 
fellow gazing at something quite in- 
teresting is Fred Pellegrino. 
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Tork Clock Co. Announces 
New Appointments 


The Tork Clock Co., Mount Vernon, 
N. Y., announces the appointment of 
John W. Fay as district sales manager 
in charge of New England and north- 
ern New York. He has been active in 
this territory for the Weber Electric 
Co. for 13 years, and is.also represent- 
ing Circle F, Collyer Insulated Wire 
Co., and Gill Glass & Fixture Co. 

H. G. Anschuetz of Philadelphia has 
been appointed sales manager in charge 
of middle and western Pennsylvania, 
and surrounding territory. He is 
assisted by J. W. McGrory, LeRoy C. 
Straub, and Miss Ethel Schroeter. 


Paragon Sales Exhibits 


The Paragon Sales Co., manufac- 
turers’ agents, of Philadelphia, held an 
exhibit featuring their lines, from April 
5 to 10. The exhibit included, air condi- 











tioning equipment from Edgar T. Ward 


-Co., “Zephyr” appliances from Brannon, 


Inc., Dongan signaling equipment, Ilsco 
lugs and terminals, Universal knobs, 
tubes and porcelain insulators, and 
Mark-Time switches and clock watchers, 
made by M. H. Rhodes, Inc. The 
Rhodes line has recently been added by 
the company. 


ESICO Buys Plant 


The Electric Soldering Iron Co., has 
moved its factory to a new plant in 
Deep River, Conn. The company is 
continuing production with no interrup- 
tion in service. 


Graybar Announces 
Service Awards 


During the last two months the Gray- 
bar Electric Co. has presented many 
service emblems to employees who have 
reached one of the five-year marks 
which brings this acknowledgment of 
their services: 

Heading the list is Walter A. North- 
ington, sales manager of the New 
Orleans branch. Mr. Northington com- 
pleted his 35th year of continuous 
service. John F. Ryan, salesman at 
Seattle, completed his 30th year of serv- 
ice. In the 25 year bracket were two 
men well known in the electrical field; 
Arthur E. Hetzner, signaling sales 
manager at the general department and 
William Lancaster, general department 
representative at Washington. Three 
salesmen won the 25 year award: Wal- 
ter C. Martinez, San Francisco; R. C. 
Meyers, Indianapolis, and R. W. Cor- 
nett, Dallas. The 20 year group in- 
cluded: Otto Wiese, selector at New 
York; Arthur Hober, supervisor at 
Philadelphia and D. M. Sullivan, service 
clerk there; George Moxter, recording 
clerk and Ellen Corcoran, voucher clerk 
at St. Louis, and G. N. Pierson, me- 
chanic at Chicago. 


S & M Appoints Ray W. Smith 


Ray W. Smith has been appointed 
Michigan district representative for the 
S & M Lamp Co., Los Angeles, Cal. He 
is located in Detroit, and will have 
charge of sales of lighting equipment 
and electrical material. 


Tudor Electrical Supply 
In New Home 


The Tudor Electrical Supply Co. has 
moved from 727 Third Ave., to a new 
three-story building at 753 Third Ave., 
New York City. The lighting depart- 
ment is now equipped with complete fix- 
ture display rooms and is under the 
supervision of Tom Reynolds, until re- 
cently with the Viking Products Corp. 
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‘OTHER TYPES OF REFLECTORS 

WILL SOON BEAR THE | — 

RLM LABEL WATCH | 
|| FOR ANNOUNCEMENTS 


RLM 


STANDARD 
SPECIFICATIONS 








































TODAY, MORE IMPORTANT THAN EVER 
THE RLM LABEL 


New, higher RLM Standards are your assurance of even greater 
efficiency and increased quality in RLM DOME REFLECTORS. 


Important, as are these new higher standards, they simply 
make stronger than ever the reasons for insisting upon 
Reflectors with the RLM Label, when specifying or pur- 
chasing industrial lighting equipment. Basically the RLM 
Label stands for these essentials of efficient lighting: 


J] BALANCED LIGHTING FOR INDUSTRY. 
The quantity of light output delivered by a reflector does not alone determine its 
efficiency. It is equally important that this light be evenly distributed and diffused. 
There is no economy in securing maximum light output at the expense of well 
diffused lighting which contributes so important a part in the workman’s efficiency. 


2, QUALITY PORCELAIN ENAMELED 
REFLECTING SURFACE. 
Balanced Industrial Lighting is best produced through the medium of a porcelain 
enameled reflecting surface. In addition to providing the ideal reflecting surface, 
porcelain enamel is the most durable of reflecting materials. Result: Lower main- 
tenance and replacement costs. 


3 WARRANTY OF UNIFORMITY. 
The RLM Label is the buyer’s assurance that every reflector so labeled meets the 
RLM standard specifications and is of uniform quality. A rigid inspection and 
testing system conducted by an independent testing laboratory insures constant 
conformance to RLM Standards by members of the Institute. 


For further information about RLM Reflectors, you are in- 
vited to communicate with any of the following manufacturers: 


ABOLITE REFLECTOR COMPANY QUADRANGLE MFG. COMPANY 450 ey ane 
West Lafayette, Ohio Chicago, Illinois . 7) ont 7 oor eo we st 
BENJAMIN ELECTRIC MFG. CO. ~ oe 
2 = Ss SMOOT HOLMAN CO. 
Des Plaines, Illinois Inglewood, Calforeta ans ’ yy oor ge 
GOODRICH ELECTRIC COMPANY xe aw r) ot oo” 
Chicago, Illinois WESTINGHOUSE ELECTRIC AND a yer® ne ave 
MFG. COMPANY yas ane 
THE MILLER COMPANY Cleveland, Ohi ot ye" poy? 
Meriden, Connecticut veland, Ohio ot on ww wee” ye 
OVERBAGH AND AYRES MFG. CO. WHEELER REFLECTOR Co. 


Chicago, Illinois Boston, Massachusetts 
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May 1937 — ELECTRICAL WHOLESALING 89 











Wuat’s NEW 





A Section Devoted to Manufacturers’ 


Descriptions of Their New Products 





High-Intensity Transformer 


For use with 400-watt high-intensity 
mercury vapor lamps, these transformers 
are housed in easily cleaned, streamlined 
cases. There are no dead air spaces 
within the transformer. Can be mounted 
on either wall or ceiling. If wall-mounted, 
removable brackets cover the ? in. con- 
duit threads. Transformers are filled with 
non-melting, heat-conductive compound. 
This takes heat from enclosed transformer 
unit to entire surface of case, resulting 
in low operating temperature. Dongan 
Electric Mfg. Co., 2991 Franklin St., 
Detroit, Mich.—Electrical Wholesaling, 
May, 1937. 


\ 
Mercury-Mazda Unit 


Intended for applications where color- 
correction is desired, this combination 
unit mixes light lumens of the 400-watt 
high-intensity mercury vapor lamp and 
the incandescent lamp. Two separate cir- 
cuits are used. Design will allow three 
lamps, not over 150 watts each, to be used, 
without interfering with restarting of 
mercury lamp in case of voltage inter- 
ruption. Unit consists of aluminum reflec- 
tor with socket assembly and monax 
diffusing banded glass bowl. Reflector is 
made of 14 gauge etching grade aluminum 
sheet. Socket assembly consists of three 





cud 


incandescent 


sockets for the 
lamps, spaced about skeleton socket for 
mercury lamp. Sockets are attached di- 


medium 
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rectly to top of reflector. Slip type 
louvered cover provides ventilation for 
sockets and allows for wiring or inspec- 
tion. Arranged for mounting on }-in. 
conduit. Catch locks diffusing bowl into 
position. Hinged bowl facilitates re-lamp- 
ing. Westinghouse Electric & Mfg. Co., 
East Pittsburgh, Pa—Electrical Whole- 
saling, May, 1937. 


Streamlined Flashlight 


Finished in brilliant chromium, this 
flashlight combines utility and beauty. 
Reflector is silver plated. Focusing head 
has hidden inner threads at barrel end. 
Other features are streamlined end cap, 
shock absorber to protect lamp, spare 
bulb holder and extra heavy contact 
spring. By removing focusing head and 
setting end cap into open end of head as a 
base receptacle, flashlight is held in up- 





right position. Lists, complete with two 
unit cells, at $1.00. Ray-O-Vac Co., 
Madison, Wis.—Electrical Wholesaling, 
May, 1937. 


Record-Player 


To supplement radio sales, these record- 
players are available in two models. 


! 





Model R-93-A features improved pick-up 
arm, which gives good tonal range; quiet 
operation, and improvement in bass re- 
sponse through use of bass compensa- 
tion. Comes in compact case, resembling 
a chest or humidor. Model R-94 has 
completely new mechanism. Both 10 in. 
and 12 in. records may be played. Turn- 
table starts automatically. Hinged cabinet 
is of walnut veneer. List prices, $18.50 
and $28.95, respectively. RCA Mfg. Co., 
Camden, N. J.—Electrical Wholesaling, 
May, 1937. 





Refrigerator-Radio 


For the benefit of the housewife, who 
spends most of her time in the kitchen, 
this new “Shelvador” refrigerator has a 
radio built into the top. Magna-ceramic 
dial fits into space where the escutcheon 
is ordinarily placed. Dial frame and 
knobs are chromium to match hardware 
on the refrigerator. Radio is in no way 
connected with operation of the refrigera- 
tor. Five-tube superheterodyne radio is 
mounted in top of the refrigerator, and 
top is so constructed that those equipped 
with radios may be interchanged with 
those without, to make radios available 
in several models at slight additional 
cost. Crosley Radio Corp., Cincinnati, 
Ohio.—Electrical Wholesaling, May, 1937. 


Power-Factor Capacitor 


This high-voltage capacitor is con- 
structed with a number of small capacitor 
windings connected electrically, and 
clamped together mechanically. Arc- 
welded container is of .062-in. steel, hot 
tin-dipped. Sections are connected in 
series-parallel groups, arrangement de- 
pending on capacity and voltage require- 
ments. Sections consist of a dielectric 
wound of laminations of thin linen paper, 
interspersed with two aluminum foil elec- 
trodes. Stack is insulated from clamp and 
case by pliable insulating layers. All in- 
sulation vacuum dried and dykanol im- 
pregnated. Lead connections from stack 
are brought out through double cone-type 
corrugated porcelain insulators. Available 
in 5, 10 and 15 kva, with voltage ratings 





from 2,300 to 6,900. Units may be ar- 
ranged in racks or cabinets to any kva. 
capacity. Cornell-Dubilier Corp., 4401 
Bronx Blvd., New York City.—Electrical 
Wholesaling, May, 1937. 
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A COMBINED RADIO AND POWER OUTLET 


ADDS TO THE PLEASURE OF RADIO 


Add up the features of the Bryant No. 3789 combined Radio and Power 
outlet and they total better radio reception and more radio convenience for your 
customers. Small and compact in wall area, it does away with unsightly wires. 


Two-gang combinations (shown below) provide current for clock, lamps, etc., 
in addition to aerial, ground and radio power. 


One blade on the No. 3790 Radio Cap is set at an angle to prevent accidental 


connections to power outlet. 


With additional sets for various rooms a growing trend, Bryant Radio Out- 
lets are a source of increased radio satisfaction throughout the modern home. 


Sold through Electrical Wholesalers 





RADIO OUTLETS PACKED IN RITS 





ar 





NO. 22184 
Combination of aerial, ground and NO. 22145 
power outlets with cap and plate. NO. 22149 Combination aerial, 
NO. 22183 Aerial and NO. 4832 ground and power out- 
Same as above with 2-gang box ground outlet. Power outlet. lets with No. 3790 cap. 


cover with divider. 








THE BRYANT ELECTRIC COMPANY * BRIDGEPORT, CONNECTICUT 


NEW YORK: 100 East 42nd St. ‘ CHICAGO: 844 West Adams St. - SAN FRANCISCO: 325 Ninth St 
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Hand Grinder 


Originally developed for an automobile 
manufacturer, this hand grinder is pow- 
ered with a 1/18 hp. motor, $ in. collet 





chuck. Tested 3-bearing construction 
uses precision grease-sealed ball bearings. 
Air-cooled through snap-on filter cap. 
Equipment includes mounted wheels, 
abrasive bands and arbor, wrenches, cord, 
plug, and built-in toggle switch. Motor 
speed, 20,000 r.p.m. Weighs 2? pounds. 
The Dumore Co., Racine, Wis.—Electri- 
cal Wholesaling, May, 1937. 


Annular Type Motor 


Ranging from % to 1 hp., these motors 
are rubber-mounted for quieter operation. 
Annular resilient mountings are available 





on repulsion-start-induction, split-phase, 
capacitor and polyphase types of motors. 
Motor base is of rolled sheet steel, shaped 
as a cradle. Motor is locked into place in 
the cradle arms by means of latches and 
latch nuts.. For small belt-driven appli- 
ances, these motors are, also available 
with belt tightener bases. Belt tension 
increases with load, preventing slippage. 
Wagner Electric Corp., 6400 Plymouth 
Ave., St. Louis, Mo.—Electrical Whole- 
saling, May, 1937. 


Light-Weight Iron 


With high wattage for fast ironing, 
this electric iron weighs only 4 pounds. 





Cork handle is cool and comfortable. 
Fabric-dial indicates exact temperatures 
for ironing various materials. Controlled 
by Myers thermostat assembly. Cord is 
built on. Ends of handle, adjustment 
pointer and cord are deep blue. Lists at 
$7.95. Also available in another model, 
weighing 5 pounds, with black bakelite 
handle ends and adjustment pointer, and 
black and orange cord. Proctor & 
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Schwartz Electric Co., 7th St. & Tabor 
Rd., Philadelphia, Pa.—Electrical Whole- 
saling, May, 1937 


Duplex Adapter 


Designed to convert an idle 250-volt 
range receptacle into a standard 15 amp., 
125-volt duplex convenience outlet, this 
adapter can be used with either flush or 
surface type. Adapter is made of black 
bakelite, with phosphor bronze contact 
springs. Section for 15 amp. fuse plug 
enclosed with metal cover. Attached by 





plugging into slots of range outlet. Har- 
vey Hubbell, Inc., Bridgeport, Conn.— 
Electrical Wholesaling, May, 1937. 


Heavy Duty Pliers 


For use in soldering lugs up to 1,050 
amperes, these electric pliers are built to 
stand continuous use. Will handle pipes 
or fittings up to 4 in. diameter. “Thermo- 
Grip” pliers will sweat joints without 
unsweating adjacent connections. Work 
is held firmly while soldering. Even 
heat from both sides eliminates open flame 
hazard. Line current is reduced to low 
voltage, preventing danger of shock. Ideal 





Commutator Dresser Co., 1047 Park Ave., 
Sycamore, Ill.—Electrical Wholesaling, 
May, 1937. 


Remote-Control Motor 


The operator can vary the speed of 
this “Varidrive”’ unit over a wide range 
of speeds by turning the handwheel at 
remote control station. Remote control 
is hydraulic, providing smooth regulation 
of speed. Liquid at remote control station 
is forced through copper tubing to cylinder 
at unit itself. Movement of this cylinder 
changes speed. U. S. Electrical Motors, 














Inc., 200 E. Slauson Ave., Los Angeles, 
ts Wholesaling, May, 
1937. : 





Oil-Burner Transformer 
Compact in size, this new oil-burner 
ignition transformer permits easy han- 
dling. Designed to harmonize with motor 





and fan housings. Special brackets are 
provided for wunderslung installations. 
Small size permits horizontal installation 
with minimum space consumption. Adapt- 
able to streamlined burner installations 
with secondary connections completely en- 
closed. Sola Electric Co., 2525 Clybourn 
Ave., Chicago, Ill—Electrical Wholesal- 
ing, May, 1937. 


Flush Range Outlet 


This new flush range outlet is available 
with one screw solderless connectors. De- 
signed for straight-in wiring. Takes stand- 





ard 4 in. or 4 11/16 in. box with standard 
switch cover. Provides 3-wire, 50 amp. 
250-volt receptacle for use with an elec- 
tric range. Made of black bakelite. 
Arrow-Hart & Hegeman Electre Co., 103 
Hawthorne St., Hartford, Conn.—Elec- 
trical Wholesaling, May, 1937. 


Auto Radio 


Adaptable for any type of car, this 
auto radio may be mounted on either 
side of the dash. Radio is five-tube, 





superheterodyne with automatic volume 
control, tone control, and dynamic speaker. 
Indirect vernier tuning, illuminated gold- 
finish dial. Tubes and vibrator may be 
replaced without removing chassis from 


container. Single hole dash mounting. 
Flat top permits mounting without remov- 
ing glove compartment. Streamlined 
container has baked enamel finish. Pierce- 
Airo, Inc., 510-518 Sixth Ave., New York 
City.—Electrical Wholesaling, May, 1937. 
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United States Rubber Products, Inc. 7 «< 


New York. N. Y. 
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A POPULAR FAVORITE BECAUSE: 


HIGH VISIBILITY 


before and after : blowing. 
Fuse Link is displayed against 
a jet black background. Posi- 


tive and unfailing indication. 


GLASS TOP 


provides a complete insulation. 
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imprinted several times around 
the edge of a colored disc. 


Can be seen in all positions. 


APPROVED 


by Underwriters Laboratories. 


AWMUT CO. 
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Wall Bracket 


Patterned after the old Roman flares, 
this wall bracket is intended for use in 





reception rooms, lounges, cocktail bars 
and similar applications. Shell-shaped 
bowl has projection of 134 in. Uses 300 
or 500-watt lamp. Inside finish of bowl 
is silver-mirrored, providing smooth dis- 
tribution of light. Bowl has dull alumi- 
num finish outside, with bracket parts 
of highly polished metal. Curtis Lighting, 
Inc., 1123 W. Jackson Blvd., Chicago, Ill. 
—Electrical Wholesaling, May, 1937. 


Mercury-Vapor Transformer 


Designed in the form of a cylindrical 
case, this mercury vapor lamp trans- 





former can be suspended from the ceiling 
between lamp and conduit. Also equipped 
with special bracket for wall mounting. 
Other transformers in the line include 
outlet box types for wall mounting, and 
weatherproof enclosed types. Sola Elec- 
tric Co., 2525 Clybourn Ave., Chicago, III. 
—Electrical Wholesaling, May, 1937. 


Adjustable Fixture 


Providing complete lighting diffusion 
range, this new lighting fixture can be 
adjusted for direct, semi-direct and indi- 
rect light. Twist of knurled adjusting 
collar adapts fixture to any position. Has 
universal ball and socket joint at top of 
stem. Self-leveling swivel fitting. Units 
are made of 18-gauge spun aluminum. 
Interior is etched aluminum. Finished in 
satin aluminum and chrome. Parco Light- 
ing Equipment Co., 12 Waverly Pl., New 





bay City —Electrical Wholesaling, May, 
1937. 
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EXPLOSION PROTECTION 


with 


APPLETON 
Explosion - Proof Unilets 








Type “CPSIC” 





Unilet Complete with 
Type “EVA” Lift Cover (Closed) 
Explosion-Proof 
MDS Series Explo- Lighting Fixture 





sion-Proof Unilets (100 and 200-Watt) 





WHOLESALERS: 
Tell This to Your Customers 


Explosion protection is assured with 
Appleton Explosion-Proof Unilets. In 
any location where explosion gas or 
dust is present, Appleton Explosion- 
Proof Unilets protect lives and prop- 
erty by removing one cause of detona- 
tion. Their use also results in lower 
insurance rates. 





Made of malleable iron, their sturdi- 
ness gives thorough protection, and the 
Cadmium finish resists rust. 





Write today for Bulletin 1003. Pg A ag A 
Sold Through Wholesalers 


APPLETON ELECTRIC COMPANY 
1734 Wellington Ave., Chicago, U. S. A. 


New York—76 Ninth Ave. Detroit—7621 Woodward Ave. 
San Francisco—655 Minna St. St. Louis—420 Frisco Building 
Los Angeles—340 Azusa St. Atlanta—203 Luckie St. N. W. 


APPLETON 


Explosion-Proof 





Type “CEST” 











Explosion-Proof 
— Equipment 
mplete with 
Reg. U.S. Pat, Off. Type “CPH” Plug 








AMONG THE TRADE 





CCORDING to American tradition, 

Niagara Falls and June are di- 
rectly associated with one activity— 
marriage. The sound of wedding bells 
is fine that month, and just as pleasant 
to the ears of the electrical industry will 
be the sound of cash registers ringing 
up the sales of thousands of toasters, 
mixers, waffle irons, clocks and so forth. 
To ascertain that the electrical industry 


‘| gets a good portion of the 30 million dol- 


lars spent for that occasion, Edison 
Electric Institute and 13 appliance man- 
ufacturers have carried on an extensive 
promotional program directed to those 
folks who buy presents for the happy 
couples. Newspaper, radio, magazine 
and car card mediums are being used. 
In addition, publicity campaigns, win- 
dow stickers and posters are employed to 
tell the story of “Electrical Gift Month.” 
Wholesalers’ salesmen still have time 
to cooperate with, and benefit from, 
this extensive activity. . . . The Public 
Service Co. of Okla. is one of those 
utilities located in states where utility- 
merchandising has been tabooed. The 
management doesn’t sit back and curse 
the politicians, not by a long shot. 
Dealer paper is handled through the 
First Bancredit Corp. with consumer 
appliance payments paid with the light 
bill. To promote electric cookery, model 
kitchens have been installed in district 
offices with competent home economists 
handling demonstrations. <A _ staff of 
gals are continually calling on house- 
wives, selling better lighting. These are 








Mp 





WESTERNER. G. D. Longmuir, man- 

ager of Graybar's supply department at 
Seattle, Wash. is one of the “builder- 
uppers” of the goodwill and prestige 
which that house enjoys. He has been 
with Northwestern District Manager 
J. I. Colwell for close to 25 years, 
always with a shoulder to the wheel. 
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The office of the Stubbs Electric Company of 
Portland, Oregon, one of the oldest electrical 
jobbers in the Pacific Northwest, is lighted 
with Edison Silvered Bowl Mazpa lamps 
in modern fixtures. Average illumination 
is 35 footcandles. 


REACHES GOOD LIGHTING... 


practices it in own office 


CUSTOMERS are impressed by a 
company that practices what its 
salesmen preach. With this thought 
in mind, the Stubbs Electric Com- 
pany of Portland, Oregon recently 
installed an indirect lighting sys- 
tem with Edison Silvered Bowl 
Mazpa lamps in modern fixtures 
that produce an average illumina- 
tion of 35 foot-candles. Results to 
date indicate that office work goes 
faster, easier, and more efficiently. 
Silvered Bow] Mazpa lamps per- 
mit fixtures to be styled in a 


variety of designs to suit indi- 
vidual architectural or decorative 
schemes. They also allow the use of 
increased wattage with a minimum 
of harsh ceiling shadows. Since each 
lamp is its own reflector, the clean- 
ing is simplified and costs less. 

Are your offices lighted according 
to modern. lighting standards? 
Silvered Bowl Mazpa lamps offer 
you a new tool for obtaining up- 
to-date lighting results. General 
Electric Company, Dept. 166, Nela 
Park, Cleveland, Ohio. 


EDISON MAZDA LAMPS 
GENERAL @ ELECTRIC 







Edison Silvered Bowl 
Mazpa lamps are reg- 
ular Mazpa lamps with 
a coating of *“ mirror” 


silver on the bowl. 






_ 


a They stay brighter longer 
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Throughout industry the low operat- 
ing cost of Neon Glow Lamps is a 
decided advantage. They are stand- 
ard equipment in many products. 
They are widely used as pilot and 
indicator lights; and,in stores, thea- 
tres and commercial buildings for 
exit lamps. 

Neon Glow Lamps operate con- 
tinuously for but a few cents per 
month. Their bases fit standard sock- 
ets. They operate on both AC and 


SMALL IN SIZE 


- « - but mighty 
in Sales Appeal 








DC, at standard voltage and fre- 
quencies, without special equipment 
of any kind and are practically un- 
affected by vibration and shock. 
Cash in on the ever-increasing 
demand for Neon Glow Lamps. We 
will be glad to assist you in choosing 
an adequate stock and will supply you 
with catalog inserts. For complete 
details write to the General Electric 
Vapor Lamp Company, 891 Adams 
Street, Hoboken, New Jersey. 





1 Watt, 115 Volts—G10 Bulb 


2 Watt, 115 Volts—S14 Bulb. Finish 4 Watt, 115 Volts—T4% Bulb. 
—Clear, Sprayed Red or Yellow Supplied a a ea Screw 
ase y 


GENERAL @ ELECTRI 
VAPOR LAMP COMPANY 
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FOR SAFER WIRING. At the annual 
meeting of the Mass. Assoc. Of Master 
Electricians, the need for adequate and 
safe wiring was among the topics dis- 


cussed. Wholesaler Bruce Wetmore, 
left front, pledged his personal leader- 
ship to a movement for stricter licens- 
ing laws. Beside him sits genial “‘Tom” 
Carens, vice-president of the Boston 
Edison Co. At the rear is Charles A. 
Stone, editor of “New England Elec- 
trical News” and B. L. Whittemore, a 
Framingham contractor and newly 
elected president of the Association. 








just a few of the activities carried on by 
the utility to aid the dealer and whole- 
saler in his daily work. ... PRIcE 
CUTTING on the part of competition 
makes it difficult for the salesman who 
wants to follow the sheets and possibly 
this evil will be curtailed in 13 states, 
for that many legislatures have passed 
Fair Trade Acts making price cutting 
illegal when sales contracts have been 
made. . .. IF ADEQUATE WIRING is ever 
to become a reality the time is at hand. 
In April, this magazine carried a worth- 
while article on the part wholesalers’ 
salesmen can play in this effort and just 
how he can aid contractors. The April 
issue of Electrical Contracting carried a 
10-page article titled, “What Full Com- 
fort Wiring Costs.” This story is full 
of practical facts and figures for the 
contractor—he should read it. In the 
industrial field the April issues of Fac- 
tory and American Machinist contained 
comprehensive articles by Dean Warren 
on the need for first class lighting in in- 
dustrial plants. These magazines reach 
the customers of the wholesaler’s sales- 
man and any customers who fail to read 
them are missing a good bet.... 
Here’s an old idea with a new twist. 
In the Pittsburgh Electric Leaguer, 
Roy Dorrance wrote of the dealer’s 
salesman who had been paying milkmen, 
delivery boys, and so forth two iron 
men for each refrigerator lead. One 
milkman went along turning in several 
names a week, then the number steadily 
increased until the salesman was paying 
him about 40 bucks a week for names. 
It seems the enterprising milkman had 
his fellow workers on the job. 
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. .. . to find out 


WHAT TO BUY 





WHERE TO BUY IT 


WHO MAKES IT 


The Electrical Buyers 
Guide for 1937! 


Revised and Published Annually by 


ELECTRICAL 
. CONTRACTING 


330 W. 42nd St., New York, N. Y. 
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FOR TIME-SAVING PROFIT-MAKERS 





No. 130 "LATROBE" 
ADJUSTABLE WATER- 


TIGHT FLOOR BOX 
No. 130 Box with No. 207 
Bell Nozzle. Cut-away 
view illustrates how tap- 
ered unit receptacle fits 
tapered opening in ad- 
justable ring. Design 
eliminates many small 
parts. Cover plate 34%”— 
overall height 3%”. 





No. 110 "LATROBE" 
WATERTIGHT BOX 


Cut-away view of No. 110 
Box showing how the 
tapered unit receptacle 
fits tapered opening in 
top of box body. The last 


, and simplicity of 


SELL 


LATROBE 


© FLOOR BOXES AND © 
WIRING SPECIALTIES 


@ Contractors are 
quick to take advan- 
tage of time-saving, 
easy-to-install prod- 
ucts. That's why you 
can win new contrac- Telephone Nozzles. 

tor customers when e 
you sell them on the 
simplicity of design 
and dependability of 
Latrobe floor boxes 
and wiring specialties. 


Write for Catalog 


FULLMAN 


MANUFACTURING 
COMPANY 


LATROBE, PA. 





No. 284 DUPLEX 
RECEPTACLE NOZZLE 


With %” brass pipe ex- 
tension. Neatest and most 
compact fitting obtain- 
able. Also available with 
%” pipe extension. Full- 
man also offers Duplex 





No. 285 DOUBLE 
DUPLEX RECEPTACLE 
NOZZLE 
The most attractive, com- 
pact and easy-to-install 
fitting on the market. 


Shown in illustration 
with No. 200 Cover Plate. 





SOUTHERN SALESMAN. 
Delinger is a member of the sales force 


Hugh 


of General Electric Supply Corp., 
Charlotte, N. C. He’s right there when 
it comes to selling mercury vapor light- 
ing and recently he lugged home a cash 
prize for doing a good job with the 
firm’s radio line. 





PERSONALS 





S. S. Sniper will travel the south 











word in design, appear- 
ance 


ineteiaton. plains area of Texas and New Mexico 


for Broome Electric Co., Amarillo. 
Another new employee is J. N. Davis, 
who is covering the north Panhandle 
section of Texas and parts of Okla- 
homa, New Mexico, Kansas and 
Colorado. 








re SQUARE BOTTOM 
DOES IT! 


This square end has more contact area and 
so is more efficient but with no extra cost. 
Wolverine soldering lugs all have a nota- 
bly flat contact surface and accurate barrel 
ends which allow a quick fitting. 


Wolverine Seamless High Conductivity 
Soldering Lugs, made from raw material to 
finished product under one roof assures con- 
trol of finished product. 


Approved and listed by the Underwriters’ 
Laboratories. 


Ernie CANTILE is now in charge of 
the Crosley division of Ackerman Elec- 
trical Supply Co., Grand Rapids. F. R. 
Scott, has been employed as city sales- 
man of this company, where a two 
story addition and new display rooms 
are being added. 








GeNnE MUNSON is new on the payroll 
at the Hobb’ Electrical Supply Corp., 
New York City, as salesman covering 
the midtown area. 


Epwarp Ericson has been trans- 
ferred from general sales at the Elec- 
tric Corp., Los Angeles, to take charge 
of sales of large appliances. 


Irvinc Hirscu is a new salesman 
on the staff of Hi-Fro Electrical Supply 
Co., Plainfield, N. J., contacting the 
hardware and radio trade. 





Ample stocks on hand. Every lug deals 


marked. Packed in shelf cartons. Frep GrossPETER, formerly with Rex 


Cole, has been appointed manager of 
the Orkil Electric Co., Hartford, dis- 
tributors of G. E. appliances. Ernest 
LINDERNE, former manager is now com- 
mercial manager. NorMAN Squire has 
been assigned as electric range special- 
ist, and is pushing a local campaign 
among dealers in the Hartford area. 


H. J. GunpiacH has been promoted 
to the position of general merchandis- 





Sold exclusively through 
Electrical Wholesalers. 


WOLVERINE TUBE COMPANY 


1411 Central, Detroit . Sales Offices in Major Cities 
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ing manager of the Mine and Smelter 
Supply Co., Denver. Other promotions 
are the appointment of J. D. Nicnot- 
SON as manager and S. C. HINKLE as 
assistant manager of this branch. 


RICHARD Looy is new counter man at 
Litscher Distributing Co., Grand 
Rapids. 


JessE WALLACH has been added to 
the payroll of G & G Electric Supply 
Co., New York City. A newcomer in 
the wholesaling business, Jesse will 
work in the warehouse and at the 
counter, 


G. O. Duxe and NatHan REIcH 
have joined the sales staff of Crannell, 
Nugent & Kranzer, Inc., New York 
City. Duke contacts contractors and 
industrials, while Reich calls on appli- 
ance outlets. 





OBITUARY 








A. lire 





Robert A. Riley 

Robert A. Riley, manager of the 
Graybar Electric Co.’s Dallas branch 
died suddenly of influenza on April 1, 
at his home in Dallas. Mr. Riley was 
born at Fort Smith, Ark., in 1886, and 
graduated from Georgia Tech in 1907 
with a B.S. degree in electrical engineer- 
ing. He has been with the Graybar 
Electric Co. since 1917. 

His first job was at Atlanta, and from 
there he went to New Orleans as sales 
manager, then back again to Atlanta in 
1925 as sales manager there. In 1929 he 
was sent to Texas, and in 1933 was 
made manager of the Dallas branch. 

“Bob” Riley was active in various 
associations, as a member of the Elec- 
trical League of Atlanta and later, in 
Texas, in the Sales Manager’s Club, 
Rotary Club, Dallas Athletic and Dallas 
City Club. Last year he took part in 
the Texas Centennial, representing Gov- 
ernor Allred of Texas on a visit to New 
York City. 








YOU CAN JUDGE A PRODUCT BY ITS MARKETS... 


factories .... municipalities 
railroads . . . . public utilities 
homes. . . . department stores 


these are HYGRADE markets 


Modern industry has an eye towards progress. In lighting, for 
example, industry demands the latest. That is how Hygrade 
became industry's lamp. 

Hygrade Lamps are expertly tested for quality before they 
are placed on the market. No expense is spared at the Hygrade 
plant to assure Hygrade buyers of Tested Quality Lamps that 
will not burn out or blacken prematurely. And the result is that 
Hygrade wholesalers have found a market as wide as American 


business itself. AEG US Pat OFF 


e 
\_/ 


Look for the Hygrade 
triangle, the mark of a 
well known brand. 


Also makers of the World- Famous Sylvania Radio Tubes. Copr. 1937, Hygrade Sylvania Corporation, Salem, Mass. 
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A Doulle Action 
SOLDERING PASTE.. 


....-The man on the job 
will like its double action! 


© If you want to sell your cus- 
tomers something especially 
good in Soldering Paste, try 
DUTCH BRAND. It simplifies 
your selling job just as it simpli- 
ties the art of soldering. 


DUTCH BRAND Soldering Paste 
won't flow away, but stays close 
to the work. Its special chemical 
properties clean off oxide and dirt 
leaving a well scrubbed” surface 
that will hold thesolderevenly... 
and fast. It won’t corrode! 


It's adouble action paste because 
the actual fluxing ingredients are 
concentrated. It does double the 
amount of work and of course 
that makes it economical. 


There is a real need for a real 
good paste—you'll agree when 
your customers tell you how well 


they like DUTCH BRAND. Try 


a few dozen. 


AN CLEEF S. ot 
» 1910 
Manufacturers 
Woodlawn Ave.,77thto 78th Sts., Chicago, U.S.A. 





DUTCH BRAND 
“Extra Service’’ Friction Tape 


The Nos. 8, 4, 2 and 1 sizes are all avail- 
able in the well known orange and blue 
individual and display cartons and met- 
al counter dispensers for retail sale, 
as well'as that popular Jumbo shop 
package for industrial users. 








DUTCH BRAND 
Rubber Insulating Tape 
Fuses instantly without heat. Molds 
into one solid piece. It s-t-r-e-t-c-h-e-s 
without breaking because it contains 
more live, new rubber. Approved by 
Underwriters Laboratories. 


DUTCH BRAND 





EXCEEDS THE QUALITY SPECIFICATIONS 
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COATS ARE OUT when Walter 
Olsen and Michael Kralich get on the 
job. They work in the office of CGH 
Menzer, Inc., New York City. Wisely 
enough they figure that coats might 
look all right, but there’s nothing quite 
as satisfactory as vests and shirtsleeves 
when there's work to be done. 














LETTERS 





A Tip on Farm Wiring 


To Tue Epitor: 

“My purpose in writing you is to 
tell of a very interesting experience in 
barn wiring. Wiring on this project 
started late last summer, and even be- 
fore the juice was on the line, a farmer 
called to say insulation was all coming 
off rubber-covered wire in his hay-loft, 
which was wired open. We rather sus- 
pected rats, with their liking for par- 
affin, but examination showed insulation 
was coming off smoothly rather than 
raggedly, as it would if chewed. 

“After examination by Underwriters’ 
and engineers, we located the trouble. 
Green hay had been stored in the mow 
in contact with the wire. In aging, 
green hay develops heat, and also gives 
off acetic acid, which will destroy insu- 
lation.” 

Rosert H. Parker, President 
Peerless Electrical Co. 
Minneapolis, Minn. 


Wire and Cable Guide 


As part of its program to promote 
adequate wiring in industrial plants, 
the Anaconda Wire & Cable Co. has 
prepared an “Industrial Guide for the 
Selection of Wire and Cable.” 

This 32-page bulletin discusses the 
factors which effect the proper selection 
of conducters, describes the require- 
iments of var‘ous kinds of circuits and, 
by means of a series of charts, shows 
the proper type of wire to specify for 
each circuit under various temperature, 
moisture, chemical, mechanical’ and 





other conditions. 
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Send for a copy of 
file data folder 


“ELECTRICAL 
WHOLESALING 


—the Market 
—the Publication” 


Sent without charge 
or obligation 





ELECTRICAL WHOLESALING 


330 WEST 42ND ST. NEW YORK 














TRADE BULLETINS |; 








Attic Ventilation—Booklet, File No. 


30-D-1. 


Contains diagrams and plans| | 


for installation of attic ventilation in| gm 


various types of homes.—American 
Blower Corp., Detroit, Mich. 
Connectors—Folder listing special 


connectors for unusual installations.— 
Burndy Engineering Co., 459 E. 133rd 
St., New York City. 


Heating Units—Bulletin GED-650., 
60 pp., illustrated. Includes photographs, 
installations and_ specifications for 
numerous small heating devices and 
units, immersion heaters, calrod units, 
etc.—General Electric Co., 1 River Rd., 
Schenectady, N. Y. 


Lighting Equipment—Catalog No. 50, 
Series B., 182 pp. Spiral bound book 
cqyering complete line of commercial 
and industrial reflectors, with introduc- 
tory section on planning installations 
foot-candle tables, and general informa- 
tion—Wheeler Reflector Co., 275 Con- 
gress St., Boston, Mass. 


Motor Bases—Booklet, 12 pp., illus- 
trated. Gives detailed information con- 
cerning correct belt tensions for electric 
motor installations. Additional data 
available on multigraphed sheets.— 
American Pulley Co., 4200 Wissahickon 
Ave., Philadelphia, Pa. 


Neon Chart—Four-color wall chart, 
21”x25”, gives information on luminous 
tube footages, transformer data, useful 
in design and construction of luminous 
tube signs.—Jefferson Electric Co., 
Bellwood, Ill. 


Office Lighting — Presentation by 
lighting specialists of the value of ade- 
quate office lighting with standards of 
illumination and recommended equip- 
ment.—Incandescent Lamp Dept., Gen- 
eral Electric Co., Nela Park, Cleve- 
land, O. 


Portable Stove—Bulletin describing 
portable electric stove for use in 
laboratories, tourists camps and trailers. 
—Pan-Electric Products Co. 23 W. 
38th St.. New York City. 


Radio Parts—Catalog of replacement 
parts, test and measuring equipment, 
amateur apparatus, tubes and radio ac- 
cessories. Includes cross-indexed guide 
of all important replacement parts for 
RCA radio receivers, and corresponding 
models of other receivers—RCA Mfg. 
Co., Camden, N. J. 


Radio Tubes—Characteristic Sheet 
contains complete operating characteris- 
tics, condensed technical information 
and base diagrams for all tubes an- 
nounced to April 1, 1937.—Hygrade Syl- 
vania Corp., Radio Tube Div., Em- 
porium, Pa. 


Reflectors—Catalog No. 4, 8 pp., illus- 
trated. Illustrations and prices on com- 
plete line of reflectors for commercial 
and industrial applications —Spero Elec- 
tric Corp., 18222 Lanken Ave., Cleve- 
land, O 


Relays—Bulletin No. 81, 8 pp., illus- 
trated. Lists over 100 relays for inter- 
mediate -duty, 10-15 amp., d.c. and a.c. 
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Highest Grade Varnished Insulations 
FOR ALL ELECTRICAL REPAIR JOBS 


OR over 15 years Acme has supplied highest grade var- 

nished cambrics for electrical repair work. The varnishes 
used are made in the Acme plant under scientific control. The 
cambrics are woven of best long-staple yarns, specially treated 
for dielectric and tensile strength, uniform thickness, smooth- 
ness, flexibility. Rigorous tests definitely establish these 
qualities. 

Acme Varnished Cambric Tapes are available in yellow or black, 
straight-cut or bias, dry, tacky or greasy, and any width from %2” up. Acme 


Varnished Papers and Silks are also supplied in tll thicknesses and types. 
Trial samples when requested. 


Acme 

















THE ACME WIRE CO., NEW HAVEN, CONN. 


VARNISHED INSULATIONS - MAGNET WIRE - COILS - CAPACITORS 













OLIVER 

PRESSED STEEL SECONDARY 

RACKS COMBINE LIGHTNESS 
WITH AMPLE STRENGTH 


Oliver Pressed Steel Racks have greater uniform 
strength for side and dead end loads than any 
other rack of its type—one of the several reasons 
for their widespread preference throughout the 
electrical industry. 


OLIVER IRON AND STEEL CORPORATION 
PITTSBURGH, PENNSYLVANIA 


OLIVE Re m MATE ERIALS 





“APPROVED 
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ww.) @-V bea ae 
hell tell you 2 


IF IT’S QUALITY 
YOU’RE LOOKING 
FOR, REMEMBER 
THE NAME 


KRAEUTER 





If you want to get 
ahead in this game, 
remember this—you 

can’t do a good job with poor tools. 
It pays to buy the best. 

The Kraeuter Line has been the favor- 
ite of experienced electricians for the 
past 70 years. And these tools will 
help YOU turn out better work with 
less time and trouble. For full infor- 
mation write: Kraeuter & Company, 
Dept. “A.” 


4601 


No. 4601—ELECTRICIANS’ 
DIAGONAL CUTTING PLI- 
ERS made especially for close 
cutting. Forged from special 
plier steel and precisely fitted 
1, exact work. Sizes 41/2” to 
71>", 









No. 1661—NEEDLE NOSE 
SIDE CUTTING PLIERS. 
A fine slender nosed, tapered 
point plier, a standard tool 
for most types of electrical 


work. 6” only. ‘ 





No. 1831—ELECTRICIANS’ 
HEAVY DUTY PLIERS. Just 
the thing for general wiring 
work. Strongly constructed 
with sturdy wire cutters. 4” 
to 8” sizes. 





No. 1781—EXTRA LONG 
NOSED PLIERS. Indispens- 
able for use in “tight spots” 
where the work is hard to 
reach. Has side cutter. 7” only. 


KRAEUTER & CO. 


(Pronounced KROY-TER) 
NEWARK, N. J. 


Manufacturers of Highest Quality Pliers and 
Tools Since 1860 
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PIPE AND ALL. When Andrew J. 
Graf of Montrief & Graf, New York 
City, makes his calls on the wholesalers 
of that territory the pipe is right there 
along with his brief case and samples. 
This firm represents Fullman Mfg. Co., 
Sola Electric Co., Clifton Mfg. Co. and 
Emerson App. Co. in the locality of the 
big town. 








circuits for two and three wire control. 
Gives coil and contact data, and contact 
arrangements—Ward Leonard Electric 
Co., Mount Vernon, N. Y. 


Selling Appliances—Booklet contain- 
ing aids for selling porcelain enameled 
products.—Porcelain Enamel Institute, 
612 N. Michigan Ave., Chicago, IIl. 


Soldering—Booklet devoted to new 
and improved methods of soldering. 
Includes price list on line of soldering 
irons.—Vulcan Electric Co., 600 Broad 
St., Lynn, Mass. 


Store Lighting—Booklet, 20 pp., illus- 
trated, two-color. Covers modern light- 
ing methods for all types of stores.— 
Holophane Co., 342 Madison Ave., New 
York City. 


Time Switches—Catalog sheets listing 
various switches to control the time op- 
erations of any electrical appliance, de- 
vice or circuit. Also revised price sheets. 
—M. H. Rhodes, Inc., Rockefeller Cen- 
ter, New York City. 


Wire and Cable—Catalog, 144 pp., 
leatherette binding, illustrated. Com- 
plete list of wire and cable of all types, 
with technical data and information in- 
cluding dimensions, conduit sizes, dis- 
count tables, symbols for wiring plans, 
voltage drop table, and wiring applica- 
tion chart.——Paranite Div., Essex Wire 
Corp., 37 Manchester Ave., Detroit, 
Mich. 


Wireholders—Folder covers porcelain 
wireholders for service entrances, radio 
wires, etc. Blank space for dealer’s im- 
print—Porcelain Products, Inc., Park- 
ersburg, W. Va. 


Wiring Devices—Catalog page de- 
scribing new two-circuit switch made to 
control new two-filament three-light 
lamps having combined loads as high 
as 1250 watts——McGill Mfg. Co., Val- 
paraiso, Ind. 








SIMPLE, ISN’T IT? 
ILSCO 






SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 

the tang and V-bottom collar 

which forces the wire into a soli 

mesh— 

NO set-screw contact . . . 

NO flattening or separating of 
wires... 

NO limitation to one size wire . . 

NO shearing effect whatsoever . . 
O special tools required to 
make connection . . . 


NO need for you to search any longer for the PERFECT 
Selderless Connector—WE HAVE IT! 








Ilsco solder lugs show the size of the largest 
wire they will take. 





FREE—A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 











ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 








NEXT MONTH ! 
Report Of 


Convention 
Number 
° 


A Pictorial Review 


of the 


NEWA Convention 
to be held at 


The Homestead, Hot Springs, Va. 
May 23-27 
will appear in 


ELECTRICAL WHOLESALING 


for June 
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SHERMAN 
BRASS OR BRONZE 
FIXTURE CONNECTORS 
“The Perfect 
Solderless 


Connector’ 


Only one size needed — 

Corner View fits all wires, No. 12 or 

U. 8S. Pat. No. 1352032 smaller. The screws can’t 

APPROVED come out. So simple that 

poor connection can’t be made. Bridge in center 

prevents wires from passing through or getting 
wrong screw. 


The bronze fixture connectors are made espe- 
cially for outdoor use. Universally favored for 
Neon sign work. Made of high copper bronze 
—weather resisting. Construction same as the 











Send for Trade Bulletin No. 10 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 

















# Bldg 


PHE 
ORIGINAL 


| 


| SURALEY 
SOLDERING 


Lad 
RLDERING PASE 


PASTE = 


a 





A uniformly good paste, that has 37 
years of success behind it, is the right 
one to carry. Burnley’s has a fine repu- 
tation and costs no more. Stock it with 
confidence—it’s approved by Under- 
writers’ Laboratories. 




















1937 EDITION 
VERIFIED DIRECTORY 
OF 
ELECTRICAL WHOLESALERS 
Completely revised! 


Order from 


ELECTRICAL WHOLESALING 
330 W. 42nd St., New York, N. Y. 














CLASSIFIED ADS 


Rates: Fifty words or less, one inser- 
tion, $2.00, additional words two cents 
each. Payment in advance is required 
for advertising in this column. 





Lines Wanted 


Sales Engineer, ten years’ experience 
selling electrical equipment to whole- 
salers, contractors and industrials. At 
present located in east. Desire to locate 
in Milwaukee and operate as manufac- 
turers’ agent covering Wisconsin ter- 
ritory, handling several reputable lines. 
Prefer switchboards, circuit breakers, 
meters, control equipment, etc. Ref- 
erences. Box 51, ELectricaL WHOLESAL- 
ING, 330 W. 42nd St., New York City. 


Northwestern Representation. Finan- 
cially sound and active sales organization 
now selling the electrical and hardware 
distributor, contractor, utilities and in- 
dustrials of western Wisconsin, Minne- 
sota and the Dakotas, with display and 
warehouse facilities, seeks additional 
major line. Box 52, ELectricat WHOLE- 
SALING, 330 W. 42nd St., New York City. 


Representatives Wanted 


Established Manufacturer of high 
grade wire and cable connectors has sev- 
eral territories open for commission 
agents handling related electrical prod- 
ucts and with large following among 
electrical wholesalers, manufacturers, 
and public utilities. Attractive side line 
for right men. Replies should state lines 
now selling and territory covered. Box 
53, ELectricAL WHOLESALING, 330 W. 
42nd St., New York City. 








NOT IMPRESSED by the prowlings 
of the photographer. Milton Hirschfeld, 
secretary and general manager of 
Hirschfeld Electrical Supply Co., New 
York City, goes right on with his work 
while the bulb flashes. Milton has been 
associated with bis father in this com- 
pany for the past 22 years, so is well 
equipped to handle his responsibilities. 
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There’s Profit 
In Private 
Telephones 





Your customers that need quick 
interior communication — and 
practically all of them do—will 
find no finer private telephones 
than these handsome modern 
handsets, made by one of the old- 
est and largest manufacturers of 
public telephone exchange equip- 
ment, 


AUTOMATIC ELECTRIC 
INTERCOM. SYSTEMS 


are supplied in capacities of 2, 6, 10 
and 1] stations with wall or desk type 
telephones. Being easy to install, sim- 
ple to operate and good to look at, 
they will find a ready market in your 


territory. Write for catalog and 
discounts. 
AUTOMATIC ELECTRIC 


INTERCOM. systems are de- 
signed for private service. 
They cannot be connected 
with the public telephone 
system. 


American Automatic 
Electric Sales Company 


1033 West Van Buren Street . . . Chicago 
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